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: | 37th year 


34 OF THE 48 STATES HAVE 
IMPORTANT PRODUCTION 
OF METALS AND NON-METALLICS 


U.S. MINING IS NATIONAL NOT REGIONAL 


Ore Tonnage 73% Ore Tonnage 27% 
3303 Mines 1124 Mines 
66 Smelters and Refineries 62 Smelters and Refineries 


E&MJ Domestic Circulation 69.6% E&MJ Domestic Circulation 30.4% 


¢ All over the nation the mining industry is making an all-out effort 
to meet U.S. mineral requirements. There hasn’t been 
such activity in the mining industry since the gold rush. 


Now there is a demand for minerals such as lithium, antimony, beryl, 
tantalum, thorium, columbite and cobalt in addition to the 

more commonly known metals like iron, copper, lead, zinc, nickel 

and manganese. Many manufacturers and construction companies will 
find it profitable to re-examine the mining industry market because of 
the comparatively recent expansion in requirements and because of the 
new methods now being used or under consideration. 


Advertising in ENGINEERING AND MINING JOURNAL 
which reaches 16,329 (ABC June 30, 1951) subscribers representing 
the buying influences at every worth-while mining property will help 


you get your share of this expanding market. 


ENGINEERING AD — 
MINING JOURNAL |manamimeiamem 


A McGRAW-HIiILL PUBLICATION © 330 WEST 42nd STREET © NEW YORK 36,N.Y. 











© These important companies 
ra have found that substantial 
Why iene cageuaaeg 


+ 9 5 6 x i @ The cumulative 42 year desirable 
ae buying-inquiry productive record, 


proves that it pays to have product- 


e 0 m D | n e LS \ descriptive advertising in Thomas 


Register...the one sure place where 
important prospective buyers habit- 


Ad ve 't se (EN = vally look for advertising at the pre- 


cise moment of purchasing decision. 


Th 0 m | S 5 @ The 37,281 advertisements placed 


by 9,956 advertisers in the 1952 


Edition, can result only from the 


P ae 
Reg [ ster | * proven result-value which is as 


extraordinary as the unparalleled 
and unprecedented patronage fig- 
ures indicate. 


"9956 TR. Advertise 
Cant Be Wrong” 


THOMAS 
REGISTER 
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The Only Paid Circulation i in 1 the Field — ABC 96% Paid 


461 EIGHTH AVENUE, NEW YORK 1, N. Y. 
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...the Warm Air - Sheet Metal Field 
May be Entering a Highly Competitive Era 


Dust off that briefcase and start circulating! 1952 will reward go-getters, 


those who fight for volume business from this warm air-sheet metal field. 


Not in years has there been such an urgent need as NOW for intensive 


selling — if you are to protect your competitive position — to forge ahead. 


You need in operation without delay a sales program second to none in your 
Company's history — an advertising campaign as dramatic and forceful as 


your agency can devise. 


You need the help of AMERICAN ARTISAN to carry this advertising to the 
field's KEY dealer-contractors who handle year in and year out 75% to 80% 


of all available business on all products this important market can use. 


AMERICAN ARTISAN is the only 100% paid circulation book in its field 
for Volume Sales — the only book in its field directed 100% toward your BEST sources for 


volume sales in : 
Keep HAMMERING ate 


atthe KEY Dealers POOR EE ESOT UES 


Concentrate your 1952 sales efforts on 14 KEY DEALERS ARE PAID SUBSCRIBERS TO THE ARTISAN 


KEY | — the 22% 25% - 
dealer-contractors — the to 25% AMERICAN ARTISAN research has just completed a field study 
top organizations (in every community) of Toledo, Ohio. In this typical market area, 17 KEY dealers 


controlling 75% to 80% of the business do 75% of the warm air-sheet metal work. 14 are paid sub- 
scribers. Pick out any market area, and the ARTISAN shows 
AMERICAN ARTISAN has os paid sub- up equally well. 


scribers these KEY dealer-contractors who 3 ARE NOT 


can make or break your 1952 sales 


To bock direct selling, run your adver- 
tising in AMERICAN ARTISAN hammer 
home each month the salient facts about 
your products and service. That's the 


economical way to ‘soften ‘em up!” 


For the complete 1952 market picture, 
consult us in Chicago, New York, Cleveland 


or los Angeles. 


KEENEY PUBLISHING, ..6 N. micniGaNn, cHIcaco 
AIR CONDITIONING HEADQUARTERS 
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COMING...important answers fo 











You CAN FIND in any newspaper the evidence of a crisis in engineering: 
the tremendously increased engineering workload has created a shortage 
in trained engineers which only time can counteract. 

There are, however, answers to this crisis that can be put into effect 
right now. And those answers you will find in the May issue of Propuct 
ENGINEERING. They are intelligent, effective answers, based on months 
of research and country-wide discussions by our editors with the ablest 
and most experienced leaders in engineering department organization 
and management. 

All of them are geared toward one objective: to offset the unanswer- 
able problem of a shortage in design engineers by sharply increasing the 
efficiency of engineering department organization, and by utilizing the 
skills of every available design engineer with peak effectiveness. 

“Engineering Your Company's Future’’ will be a PRopuctT ENGINEER- 
ING special report to our readers. It includes the best information in every 
field that can boost engineering efficiency and productiveness: graduate 





procurement and training . . . the psychology of supervision . . . cutting 
engineering paper work .. . systems development . . . the Milwaukee plan 
for putting the right engineer in the right job . . . and a score of others. 

The present crisis in engineering is news ... and you can read about it 
in any newspaper or magazine. But only in PRopuct ENGINEERING can 
you read the complete, brilliantly edited, and timely facts on what to 
do about it. 

Proof once more of why, more than any other magazine in the world, 
PRropuct ENGINEERING is the magazine product-design leaders must read 
if they want to know how their skyrocketing’responsibilities can be suc- 
cessfully met. Evidence, too, of why Propuct ENGINEERING ts the only 
design magazine over 18,400 product-design engineering executives and 
engineers pay to read. 


A McGraw-Hill Publication, McGraw-Hill Building, New York 36 
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WHEN THE SPECIFICATION 


Meet the 


Domestic Engineering 
Contractor-Dealer ... . 


tic en 
their share of this building volume 
In many cases, he has diversified 


yineering 


has yvained independe nee 


of business dislocations and temporary trends. 


Have you studied the million-a-year 
contractor 
changes since the war 
Pop- 
ulation has shifted and there has been 
tremendous construction activity (in in- 
dustry, schools, institutions, homes) away 
Thousands of domes 


In some cases, he has moved. 


from the big cities 


contractors, in medium-sized communities, have grown up to get 


By adding new products and services, he 


He has 


found new markets in remodeling, and has gained new good will from broader-based 


repair and maintenance services 

nany, many cases, he has become 

andiser of home equipment, even 
while improving his position as contrac 
construction The two go to 
Nave rising and his modern 
Merchandis 
complete kitchens in single homes 
leads to multi-kitchen sales (and complete 


tor on big 
gether 

showroom build his name 
ing of 
housing and apartment developments 
contractors run a merchandised business ¢ 


while their contract business runs to severe 


» plumbing and heating contracts) in large 


Some of these domestic engineering reader 


f several hundred thousand dollars a year, 
al million. 


The result is the evolution of a type of retail-contracting operation known as the 


He sells 

illied appliances and products 
His competitive 
munity for competent installation and ser 
fers in all markets: tremendous financia 
display and fabrication 


tioning 


The chances are there is a Domest 
community 


tive will gladly show you his development 


He Reads... 


ind installs varied lines, including plumbing, 


advantages include: an excellent 


If vou do not know him, the DOMESTIC 


Domestic Engineering Contractor-Dealer. 
Following are some of his characteristics: 

1. He invades all markets in his area, 
including new construction, remodeling 
and store sales 

2. He offers four essential functions 
to manufacturers and the public: he 
sells, installs, services and guarantees. 
heating, air condi 


reputation in the com 
a ready entree to buyers and speci 
| stability and excellent facilities for both 


vices: 


ic Engineering Contractor-Dealer in your 
ENGINEERING representa 


. with many pictures and figures 
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poMESTIC 
ENGINEERING 


Gag Planbind 
Featng 
Ain Conditioning 


Ah pliances 


and A 


s 
LLIED proouct 


lately? He has made some 


Whe 


The Domestic 
Engineering 
Package of 
Services 


No matter what your marketing, merchandis- 
ing or distribution problems may be, if 
they involve the plumbing, heating, air con- 
ditioning and allied fields, the DOMESTIC 
ENGINEERING organization is prepared to 
assist you in many ways. 

All of our facilities are available to manu- 
facturers who use display advertising space 
in DOMESTIC ENGINEERING Magazine 
and catalogs in DOMESTIC ENGINEERING 
CATALOG DIRECTORY. These services in- 
clude Marketing and Research assistance, 
Manufacturers’ Representative Service, 
Catalog Preparation and Reprinting, Com- 
plete List Rental and Mailing Services. . . 
and numerous other similar functions that 
are designed to be of greatest assistance 
to manufacturers in this industry and to ad- 
vertising agencies servicing these manufac- 
turers. 

Write for detailed 
these services. 


information regarding 


THE DOMESTIC 
is a key 


Go) Industrial 





READS “OR EQUAL” 


hooses the Equal 7 


i. mechanical contractor, of course. 
And — when the specification is for plumbing, heating. 
air conditioning or allied products this mechanical 
contractor is a DOMESTIC ENGINEERING reader. 

There are good reasons why the DOMESTIC ENGI- 
NEERING reader, in his contracting function, has such 
a pre-eminent role in the selection of equipment. First. 
he feels personally responsible (and may be legally re- 
sponsible) for the performance of the system, and his 
business future depends upon satisfactory installations. 
Second, his specialized knowledge is so important to all 
factors that he is customarily consulted at every stage of 
planning and execution. Thus, he may sit in at the 
specification writing. 

But, even after that, the DOMESTIC ENGINEERING 
contractor's choice of products is broad under the “or 
equal” clause. And he will exercise his choice in ac- 
cordance with his own intimate understanding of com- 
petitive products available to him. 

This fact will have an important implication to the 
manufacturer who, too often, wins mention in the specs 
but loses the job. Advertising can be beneficial when 
directed to those who “influence” the specifications and 
even to those who “influence the influencers.” But ad- 
vertising to the man who really selects the equipment 
(and is responsible for its performance) is vital. 


Therefore, you must reach the contractor with your 
product story in a medium he reads and trusts. He is 
your real customer; he buys your product, installs it, 
guarantees its performance, and pays for it! 

A check on your part will reveal that DOMESTIC 
ENGINEERING is the preferred reading of contractor- 
dealers who do the bulk of the plumbing, heating and 
air conditioning installations whether in new con- 
struction or remodeling .... . and whether in industrial, 
commercial, institutional or housing structures. 

And check why this is true by studying any issue of 
DOMESTIC ENGINEERING. The successful mechani- 
cal contractor of today is head of a many-faceted busi- 
ness. You will find that DOMESTIC ENGINEERING 
(and only DOMESTIC ENGINEERING) serves him in 
all of his varied interests as business executive, technical 
expert, promotion and sales manager, and_ personnel 
director. 

DOMESTIC ENGINEERING deserves his respect, for 
it has won ten national awards for editorial achievement 

a record unsurpassed by any publication in any field, 
and not even approached in this industry. 

Depe ond upon DOME STIC ENGINEE RING to tell your 
product story to the Domestic Engineering Contractor- 
Dealer and depend on him to choose your product 
not as “equal” but as “best.” 





DOMESTIC 


1801 PRAIRIE AVENUE 


CHICAGO 16, 


ENGINEERING PUBLICATIONS 


ILLINOTS 





ENGINEERING CONTRACTOR-DEALER 


buying factor in every type of construction... . 





AGAIN .. 
for the 
5th 


CONSECUTIVE 
YEAR 
the 


PAID 


CIRCULATION 


of 


CEP 


HAS INCREASED 
SPECTACULARLY 


... And that means an 
advertising message in 
CEP this year will 
REACH and INTEREST 
more than 16,000 men who 
direct and operate the 
CHEMICAL PROCESS INDUSTRIES 
e 


Chemical 
Engineering 
Progress 


120 East 41st Street, New York 17, N. Y. 
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tothe Editor 


@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


When should direct mail 
arrive for best results? 


® TO THE EDITOR We do a con- 
siderable amount of direct mail ad- 
vertising and naturally we want to 
obtain the best results for each dol- 
lar spent. Realizing that you come 
in contact with advertising problems 
from all quarters, we would appre- 
ciate your advice on the following 
question 

We mail to industrial consumers 
distributors all 
Most of our mail 
is third class, although we make an 


and to industrial 


over the country. 


occasional first class mailing. 

Our question: Is there any spe- 
cial day of the week on which to 
make our mailings in order to reach 
1 prospect at a time when the mail- 
ing would get the most attention? . 
JOHN A. TWOMEY, Simonds Saw & 
Steel Co., Fitchburg, Mass. 

{ Among the findings of the Frank G. 
Hough Co., Libertyville, IIll., in its 
direct mail studies, (IM, Nov., p. 42) 
was the point that mailings should 
never arrive on a Monday or the 
first of any month. For additional 
direct mail information, read How- 
ard G 


sue ED] 


Sawyer's article in this is- 


Competition coming up. . 
editors cre getting ready 


® TO THE EDITOR It would be ap- 
preciated if you would send us some 
of the entry forms for your editorial 
achievement competition when these 
are available, and also a copy of the 
regulations governing entries in this 
award contest 

We hope to submit one or two en- 


M. BURNHAM, JR., editor, 
Heating, Piping & Air Conditioning, 
Chicago 


ee 


® TO THE EDITOR Is INDUSTRIAL 
MARKETING conducting a competition 
for excellence in business paper edi- 
torial and graphic presentation this 
year? If I recall correctly, this com- 
petition is held in the spring of each 
year. 

Please send me full information, 
including entry forms if any . . PAUL 
A. MELINE, associate editor, Bakers’ 
Helper, Chicago. 


[Entry blanks are ready now. For 
additional information, see pages 
112-113 in this issue of IM .. ep.] 


He liked ad budget article, 
wants more info next year 


. The article on 
industrial ad budgets in your Jan- 
uary issue proved to be of real in- 
terest to our management and my- 
self. Being in the fastening field, 


® TO THE EDITOR 


we were particularly interested in 
the figure of 3.10° of expected sales 
which you say manufacturers of 
fastening devices will spend for ad- 
vertising this year. 

Could you amplify this in any 
way? For example, how many com- 
panies were used in arriving at this 
figure? Approximately what per- 
centage of their appropriations is 
for space advertising and for direct 
mail? 

Any information of this nature 
that you can give us will be greatly 
appreciated. 

Incidentally, we find your pub- 
lication of great value . . your edi- 
torial content is well rounded and 
well presented. It is read in our 

14 
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PRACTICAL 
BUILDER 


8048 itso 


‘A politician,” said a 
sage observer, ‘‘thinks of the next election; 
a statesman of the next generation.” Just so with publishers. 
The short-range publisher thinks only of the next 
issue or two. The publisher who has his industry 
really at heart thinks of trends. ain and ten 
years hence... that will affect his readers; and then proceeds 


to lay down sound trolley tracks for the years ahead. 


practical builder is a notable example. It has pioneered 


countless prafit-ideas for use here-and-now. Equally 
important, it tells its readers not where they've been but 
where theyre going, That’s why advertisers who believe 
in keeping ahead of the procession 


look to PB as... 





... Of the light construction industry 


Affiliated with 6 Building Industry Magazines 
comprising the largest, most distinguished publications in the 
building industry: Building Supply News, Building Material 
Merchant, Ceramic Industry, Ceramic Data Book, 


Brick and Clay Record, Masonry Building 


Send for our 64-page book... THERE'S MONEY IN REMODELING... 


free to any manufacturer who asks for it on his letterhead. 


© iNoustTRiat PUBLICATIONS, INC., CHICAGO 3 





23% 


SUBSCRIBE TO 
AMERICAN ARTISAN 
AND RECEIVE 
8% one oTneR 
ARE PAPER 
NOT 
ARTISAN 


READERS 
— 


Dealers 


92% of the KEY warm air heating and 
residential air conditioning dealers are 
paid subscribers to AMERICAN ARTISAN; 
69°, subscribe to the ARTISAN exclu- 
sively; 23% subscribe to the ARTISAN 
ond receive one other field paper; only 


8% are not AMERICAN ARTISAN readers 


41% 


SUBSCRIBE TO 

AMERICAN ARTISAN 
AND RECEIVE 

ONE OTHER PAPER 


11% 
ARE NOT 
ARTISAN 
READERS 


Coutractors 


89% of the KEY sheet metal contractors are 
paid subscribers to AMERICAN ARTISAN; 
48%, subscribe to the ARTISAN exclu- 
sively; 41% subscribe to the ARTISAN 
and receive one other paper; only 11% 


are not AMERICAN ARTISAN readers. 


OTHER PAPER 
20% 


ARE NOT 
ARTISAN 
READERS 


Wholesalers 


80% of the warm air-sheet metal whole- 
salers are paid subscribers to the AMERI- 
CAN ARTISAN; 61% subscribe to the 
ARTISAN exclusively; 29% subscribe to 
the ARTISAN and receive one other field 


paper; only 20% are not ARTISAN readers. 


Late Returns on Readership Habits 
in the Warm Air-Sheet Metal Field 


In 1951 AMERICAN ARTISAN field research coy- 
ered the following typical market areas: Little 
Rock, Ark.; Peoria, Ill.; Rockford, Ill.; Springfield, Iil.; 
Evansville, Ind.; Fort Wayne, Ind.; Cedar Rapids, lowa; 
Sioux City, lowa; Springfield, Mass.; Grand Rapids, Mich.; 
Canton, Ohio; Dayton, Ohio; Mansfield, Ohio; Toledo, 
Ohio; Oklahoma City, Okla.; Erie, Pa.; Fort Worth, Tex.; 
and Madison, Wisc. 

In these cities there are now 722 warm air heating 
dealers and 412 sheet metal contractors, yet 151 dealers 
and 93 contractors control and handle almost 80% 


of the entire volume of warm air-sheet metal business 


in Circulation. . 


10 / industrial Marketing 


to be had in the eighteen areas. 


What are the reading habits of these top pro- 
ducing KEY organizations? We asked each one by 
interview — then checked with our paid subscriber lists. 


The importance of the findings graphed above is the 
fact that they can with confidence be projected nation 
wide. For easy verification, check your own community 
and see where the ARTISAN stands! 


Year in and year out more advertisers by nearly 
100% use AMERICAN ARTISAN. They know that 
only through the ARTISAN can they reach the field's 


greatest concentration of buying power. 


in Editorial Service 




















Go After the KEY Outfits 


Who Handle 75 to 80% of the Business 


You may require every selling aid you can muster in this competitive 
year of 1952. Business will be good for those who go out after it — 
after it in the right places. 

In the warm air-sheet metal markets, the right places to get sizable 
orders at low sales cost is from KEY dealers and KEY contractors 
who, as clearly indicated by our research, have a continuous need for 
your products and in great volume. 

AMERICAN ARTISAN is the only 100% paid circulation book 
in its field. The only book in its field which covers selectively your 
BEST sources for volume sales this year -— any year! 

For our complete 1951 Research Report, contact us in Chicago, 


Cleveland, New York or Los Angeles. 


KEENEY PUBLISHING--+ 6 N. micHicaN, CHICAGO 2 


Air Conditioning Headquarters 


Also Publishers of Heating, 
Piping and Air Conditioning 
for the Industrial Field. 


to Readers.... 


in Advertising Volume. . . 
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The Harvest 
TEAMWORK 


Row upon row of compressors stand in line at reap the harvest of orders for equipment and ma- 
Commercial Solvents Corporation's huge synthetic terials. And they will continue to work together to 
ammonia plant at Sterlington, La., not unlike the buy and specify the products required hy Com- 
neatly furrowed fields this product feeds. For mercial Solvents Corporation’s current $20,000,000 
ammonia has become a most important raw ma- expansion program. 

terial for agriculture, providing a source of nitro- 





These same professional chemists and chemical 
gen for plant food. . : : soil = : F 
engineers ... officials, works executives, supervi- 
The story of ammonia is a story of team achieve- sors, engineers, research directors, chemists, con- 
ment. First discovered by Priestley in 1774, it is sultants...look to INDUSTRIAL AND ENGI- 
synthesized today by a high pressure process that NEERING CHEMISTRY for the comprehensive 
has grown out of the combined efforts of chemists and authoritative workmaterial they need for pro 
and chemical engineers in research, development, duction and design and research and development. 
design and production. They are the technical ex- That's why . . 
perts who specified which manufacturers were to 


1&EC’s Professional Audience is the Greatest Concentration of 
Buying Power in the Chemical and Process Industries. 








The W orkmagazine of the Chemical and Process Industries 


An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 
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USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 
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Tall in the saddle. Towering gas reaction giant-size neighbors. 
units shown here are facilities of Texas East- SOUTHERN POWER AND INDUSTRY is edited 
man Company’s huge new chemical plant near expressly for this fastest-growing industrial 
Longview, Texas. market. It puts advertising in touch with 
Here, first steps are taken in the conver- millions of dollars of Southern and South- 
sion of natural gas into plastics, yarns, photo- western buying power unreached by national 
graphic film and numerous other products. power and industrial publications. Write for 
A spectacular multi-billion dollar petro- the facts. You will want to schedule extra 
chemical industry has sprung up in the South space for SPI throughout 1952. 
and Southwest. And its growth typifies the 
aaa driving spirit which prevades this en- a 
tire 19-state market. = 


Thousands of small and medium-size plants, 806 Peachtree St... N. E. 7 
old and new, share in the prosperity of their 
March 1952 /13 





Letters to the editor 


ntinued from page 8 





company by our president, vice- 
president in charge of sales, man- 
ager of market research and my- 
self. . s. E. LAPP, advertising man- 
ager, Nelson Stud Welding, Division 
of Gregory Industries, Inc., Lorain, 


O. 
... it’s the nation’s FASTEST GROWING : 
[The 3.10% figure was for one 


f AL MA | company only, in the raw metals 
HOSP T RKET | and metal products group. In our 

| next ad budget survey which will 
Just think of the new sales opportunities | appear in the Jan., 1953 issue, we 
FOR SUPPLIES for you in the $250 Million‘ Southern plan to present further details of the 


Southern hospitals spend : . _ ; , 4 : 
sp : 4 s | 
nepesge setae anypestes nce hospitals are now spending annually for type you inquire about. . .ED.] 


annually 





supplies. 
NEW CONSTRUCTION PLUS the new sales potentials offered by | mashed past his Becomber 4 


more than $250 MILLION $250 Million in new hospitals now under 
a construction or in the blue print stage. | needs article on trade shows 


or planned 
STILL NEEDED PLUS the new sales the South will con- | ™ TO THE EDITOR . . It is not often 
more than $1 BILLION in tinue to offer for a long time to come as that I miss an interesting article in 
new hospitals and facilities it builds to catch up with fast-growing your magazine, but I certainly must 
needs, | have overlooked an article which I 
understand was entitled, “22 Ways 


FOR 100% COVERAGE | to Make Trade Show Exhibiting 


of this vast, growing, 14-state market... Easier.” This must have appeared 
in your December issue. If you 


LOOK 70 have an extra copy of either the 


| magazine or the article, I would cer- 

OUTER SPAS | tainly appreciate receiving one im- 
mediately. 

eee | Normally, I read your valuable 


ae : . . a — 
the ONLY exclusively Southern journal y a | publication from cover to cover, but 
As the official publication of the Southern state Cie | * 
Ay e this article must have been passed 





s and of both the Southeastern and 
Hos- : ) | : . 
citations ALE TDi J | by in the Christmas rush . . J. H. 
and the people who run them. Edited and pub- : — Ae - " apnea . tric 
lished by Southerners for Southerners, readership : PARK, sales manager, Doerr Electric 


comes naturally! ‘ — | Corp., Cedarburg, Wis. 
CLARK-SMITH PUBLISHING CO. 


218 W. Morehead St., Charlotte 2, N. C. as i — 


Pp y-sp ea 





the South deserves EXTRA Sales Effort . —= a) : : pose problem for free lance 
SOUTHERN HOSPITALS provides it! _—— 


® TO THE EDITOR . . The informed 
discussion of company publicity in 





i 5) Be ec Ne Fae business publications by Karl F. 
gia et i : 7; ¥. ae Kirchhofer in your February issue 
WANT TO KNOW pokes he ie ores leads directly to an unsolved prob- 


lem that merits some frank discus- 


WHAT SERVICES Aeaeel wy, , i "s Iter sion for the future good of the busi- 
“tery tems,” — : 


ness press. Essentially it is, who 


ARE OFFERED an . ey se : cate ; pays the free lance writer whom he 


recommends? 


BY LEADING : > ee : © , x — ve It is obviously to the interest of 


i : the company publicized not only to 

BUSINESS " - oe oS q cooperate in research and prepara- 

. tion, but also actually pay for such 

PUBLICATIONS ? 4 e. Soe ~ writing. With the cost borne by the 
" POR GE DEE SE t at subject for a space-worthy story, 


tinued page 11 
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TIMELY 


Sales - Opportunity 


in MAY Issue of 
PIT AND QUARRY 


Special Advantages 
for your Advertisement 
@ Extra long sales-life 

@ Extra high readership 

@ Coverage of top buying power 


@ Special editorial features con- 
dition the Advertising 


@ Printed on India stock for 
quick, easy identification. 


PS. Last year’s issue was the 
third largest in our 36-year 
history with 


18 4 Advertising 
Pages 








The May issue of PIT AND QUARRY is held in keenest anticipation by readers 
because of its unique editorial treatment on the subject of Lime and 
Agricultural Limestone. 


PIT AND QUARRY has long recognized the great importance of the Lime 
and Agstone Industries. Accordingly, the Limestone Section in May will be 
devoted to reports of the industry’s progress in various sections of the country 
and to its problems and opportunities for increasingly profitable operation. 


The May Limestone Issue will be filed as a reference Number, thus giving 
your advertisement extra long sales-life. 


Limestone Plants need your Equipment ... NOW 


The potential machinery and equipment market in this field is so large it 
defies even reasonable estimation. Hundreds of plants need your equipment 
for expansion and replacement. Here’s a buying-market for crushers, screens, 
conveyors, kilns, hydrators, bag-packing machines, hammer-mills, limestone 
spreaders — just to mention a few. 


Your advertisement will be placed in the special section with the editorial 
content. Thus, the reader is editorially conditioned to your sales story. It’s an 
opportunity to sell and serve. 
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of course) 


As “information center” for the business press, 
ABP has many helpful booklets and services you'll want 


to read 


More about the business press 


those you need . . 


and use. Here are a few of them. Write for 


and for any other information on 


business papers and how to use them more effectively 


A Guide to Effective Wartime Advertising 

An analysis of the themes, techniques and objectives 
that make business advertising pay off in the present 
partially mobilized economy with reproductions of 
many successful advertisements that accomplished im- 
portant aims in business papers of all types, during the 
last war. New edition 


Hit the Road and Copy that Clicks 


Two perennials that are still doing a basic and important 
job one outlining a program of inexpensive market 
research the other presenting tested principles of 
effective copywriting for the business press. Have you 
read them? Has every new writer on your staff read them? 
Want extra copies for management? 


What Can Business Profitably Do 

With Its Tax Dollars? 

A business economist’s clear analysis of five different 
ways in which today’s profits can be invested for the 
greatest good to the general economy and to your indi- 
vidual business...as a basis for sound decisions on 
fiscal and promotional policy. 


Twenty Points 

A summing-up of basic points to check, for effective 
business paper advertising ... based on a study of the 
awards winners in ABP’s nine annual advertising con- 
tests. Send for enough copies for top-to-bottom of the 
staff distribution. 





WirH THE PUSHING PACE OF BUSINESS today, a 
man’s business problems won't wait. Competition won’t stand still... stiff 
inventories won’t keep...or costs stay put. New products and techniques 
follow each other so fast a busy man must keep pace with his field, no matter 
how crowded his business day. That’s why so many of the Best Informed Men 
in every Field take their business papers home to read. 

Fact is, about six out of every ten business paper readers read the business 
press at home, according to four studies made so far by the ARF*. This in- 
cludes the home subscribers (9 out of 10 of them read every single issue!) .. . 
plus about one-third of the office subscribers, who report they read their 
copies at home. 

Of course, a busy man reads his business paper regularly... even if it 
takes after hours time. In any industry, any marketing area, any profession, 
there’s no other place where he can get a continuing stream of current informa- 
tion and fresh ideas on the one subject that interests him most —his own business. 
He not only reads his business paper; he reads it thoroughly . . . editorial and 
advertising. The editorial pages prime him with ideas... start him planning 
... tell him how...send him to the advertising pages to find the products, 
materials and services he needs. To be fully posted, he reads both! 

That’s why the business press can muster so much concentrated buying 
power in such compact and keenly interested audiences. In fact, this is the 
specific function of the business press. It’s why you can sell more of any product 
...at lower cost... when you sell in the business press first—to the Best 
Informed Men in your Field. 


*ARF’s “Continuing Study of Business Papers” is sponsored by ABP. Write 
for a showing of the ABP film, “ Research Looks at Business Paper Readership.” 


Best estimates indicate advertisers will spend close to $300,000,000 in the business press 

in 1952. That's a whale of a lot more than in women’s magazines, or general 

or farm magazines . . . and within an inch of their total investment in the weeklies! This is one 
more proof of the weight advertisers give to advertising direct to business . . . in business 
publications. Looking closer, you'll find ABP papers out in front in practically 

every field. They're all paid circulation, ABC-audited papers, of course. Even more 
important, they're pacing the field . . . working together for better editorial performance — 
and to help advertisers get bigger results from their business paper investment. 

Always look for the ABP—ABC symbols when you build your list. 


THE ASSOCIATED BUSINESS PUBLICATIONS 


Founded 1916 
205 East 42nd Street, New York 17, N. Y. * MUrray Hill 6-4980 
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Plis Coverage 


For Your GROWING 
Southern Markets 


f— 


1. ADVERTISING AND MARKETING 








Southern Advertising and Pub- 
lishing. Covers advertisers, sales and ad- 
vertising monogers and their advertising 
agencies. 





BAKING 





New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding South- 
ern baking industry. Fe 
4Ly— 


3. FOOD PROCESSING 








Southern Food Processor. 


Reaches the leading processors, packing in 
tons, gloss and frozen packages. aoe 





4, GARMENT MANUFACTURING 





Southern Garment Manufac- 


Purer. Spokesman of and friend to this 
two-billion-dollar Southern giant. 





b ¥ FERTILIZER 





Commercial Fertilizer. Founded 
9910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 





6. JEWELRY 





Southern Jeweler. Jewelers in the 
South shore generously in rising Southern in- 
comes. Full coverage of retailers and whole- 
solers 


, yd 


& 
7. PULP AND PAPER ~ 








Southern Pulp and Paper Man- 
ufacturer. Notional circulation, intensive 
coverage of the South's expanding paper and 


pulp industry. - 


PRINTING 








Southern Printer. Reaches commer- 
cial printers and newspaper mechanical 
superintendents. 


9. STATIONERY AND OFFICE EQUIP. 








Southern Stationer and Office 
Outfitter. Fuil coverage of leading sta- 
tioners and office supply houses. 


ABERNETHY PUBLICATIONS 


ERNEST H. ABERNETHY, President 
75 Third Street, N. W., Atlanta, Ga. 
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from Washington 





Departing Di€alle tells 
how to get your way in capital 


By Stanley E. Cohen 


why Mike DiSalle 
was so popular here is that most 


@ ONE REASON 
people felt he called his shots fair 
and Who, other than Di- 
Salle, ever delivered the 

speech to the CIO and NAM? 
before leaving, Mike un- 
the 
Washington. 


square 
same 


Shortly 


burdened himself on role of 


trade associations in 
interview with financial col- 


J. A 


associations 


In an 
said 


fall 


umnist Livingston, he 


trade seemed to 
into two classifications: 

First, there were associations that 
pounded the table and threatened 
to call a Senator unless they got 


“They 


he commented. 


theit usually got to 
call a Senator,” 
“Then there 


presented their problem factually; 


way. 


were those which 
asked if there was any possible so- 
lution. We broke our backs for 
them.” 
At the 
was in the midst of a tussle with 
the National Potato Council. This 
association had released a telegram 
accusing the Office of Price Stabi- 
the will of 


time of the interview he 


lization of ignoring 
Congress 

letter to Whitney Theron, 
Mike 


felt the association was wasting the 


In a 


chief of the council, said he 


money it spent here. “Your mem- 
bers deserve better representation,” 
he commented 
He suggested that Potato Council 
other 
better 


or any organization 
results in Wash- 
facts 


“out- 


would get 
its case on 


the 


ington if it based 


and steered clear of 
raged” telegram 


Mike had 
trouble than 


less Congressional 


any price controller 


in history 


he respected Congressmen. He is- 


He says it was because 


sued orders that Congressmen were 
to get special attention when they 
came to OPS with problems 


“All they want is an intelligent 


of a problem,” Mike 


“I find that whenever we had 


explanation 
said 
a good answer, Congressmen were 
perfectly content to take a ‘no’.” 


‘Stretched’ spending . . Thanks 
to “stretchout,” the materials out- 
look for 1952 is considerably bright- 
er than earlier forecasts. 

“Stretchout” is the quick descrip- 
tion of what President Truman did 
when he cut defense spending for 
fiscal 1953 from a proposed $71 bil- 
lion to $50 billion. 

As a result, the defense program 
probably will not be completed 
until 1955. And the take 
of materials in 1952 is expected to 


defense 


level off at the second quarter rate. 

Meanwhile, new steel and alumi- 
num facilities are coming into oper- 
And thanks, in part, to the 
get- 


ation. 


international allocations now 
ting underway, foreign speculation 
in lead and other scarce materials 
has subsided, and the general ma- 


terials outlook is improving. 


Ayers Dies at 84. . Federal Trade 
Commissioner William Ayres, who 
was stricken by a heart attack at 
the age of 84, was the last of the 
“strict constructionists” on the Com- 
During 18 years with FTC 
he was a vigorous trust-buster, and 
was active in the fight to outlaw the 
basing point price system. 


mission 


50 Postcards, 50¢ . . Throughout 
the current Congressional session, 
Congress will be looking for ways 
of dealing with a $700,000,000 postal 
But the chances of another 
rate increase this year are virtually 


deficit. 


nil. 

Postmaster General Jesse Donald- 
son would like another increase, but 
members of the Congressional postal 
committee are taking the position 
that rates should remain as they are 
special 


pending a report from a 


committee currently studying postal 











MARKET COVERED— CONTRACTORS AND ENGINEERS 
MONTHLY’s specific field is that of highway, heavy, and heavy 
building construction on a nation-wide basis including the construc- 
tion of highways, bridges. airports, dams and hydro-electric projects. 
earthmoving, irrigation, levees, river and harbor work, water works, 
sewage plants. and pipe lines, t 1 ilroads, viad and 
elevated highways, foundations, industrial and office buildings, and 
other large structures: and highway maintenance and related 
problems. 





READERS-cONTRACTORS AND ENGINEERS MONTHLY is sent 
only to men actively engaged in highway. heavy or heavy building 
construction work or associated with government engineering offices 
supervising such jobs. It is significant that roughly 75% of the 
contractors reached are listed in Dun & Bradstreet, most of these 
being rated as well. 


LIST MAINTENANCE-contractors’ names are compiled from 
reports of contract awards, from direct field contacts made by our 
staff, from association rosters, and from lists submitted by highway 
departments and equi t distribut Superintendents’ names are 
furnished by contractors. Lists are kept up-to-date by daily check- 
ing of post office notices, correspondence, newspaper and magazine 
reports. Verification of the entire list is now going on in line with 
new audit requirements. 


EDITORIAL POLICY -to assure readers of the best and latest 
knowledge of on-the-job “methods, organization and equipment,” 
CONTRACTORS AND ENGINEERS MONTHLY developed the effec- 
tiveness of editorial field trips by sending its editor into the field 
on extensive job-visiting trips as early as 1928, and has followed 
the practice ever since. These field trips cover the entire range of 
civil engineering projects, which are reported in fact-packed articles 

tlining job thods, organization set-ups, and equipment used. 
Articles include the country’s most outstanding construction projects, 
typical jobs handled by the average contractor, and maintenance 
and development work by state and county highway departments. 
Each issue contains an excellent balance of material both geo- 
graphically and by type of work. 


NEW PRODUCT PUBLICITY—In addition to the staff-written 
articles described above CONTRACTORS AND ENGINEERS 








Contractors ..../ 
Engineers Monthly 


MONTHLY has for years given its readers the most comprehensive 
coverage of new products available and new literature which can 
be secured from manufacturers and material suppliers. This has 
helped to build the reputation of our ine and of our olfice 
as where-to-purchase information headquarters for the construction 
industry. 





INQUIRIES—the bound-in-post card in every copy suggests reader 
service and inquiries for manufacturers—hundreds of requests for 
literature or further information being forwarded to manufacturers 
each week from our publishing office 


LARGE TRIM SIZE-the large (11 x 15) page makes possible 
use of king-size editorial photos and also aterial 
near every display ad. No solid blocks of advertising pages. 
(Standard space units ptable—no extra production costs). 


Aitarial 








ADVERTISING-—During 1951 each issue of CONTRACTORS AND 
ENGINEERS MONTHLY had an average of 172 advertisers to make 
it the most complete where-to-purchase guide of construction products 
available in any monthly. These advertisers included most of the 
industry's key manufacturers. If your product is used in the highway 
and heavy construction field, you will be in the best of companies 
in CONTRACTORS AND ENGINEERS MONTHLY. 


If you are making up an advertising schedule now — or in the 
weeks ahead — take time to check these CONTRACTORS AND 
ENGINEERS MONTHLY advantages for yourself in any recent issue 
or write us for the latest copy plus any of the following which 
will be helpful to you- 


. NIAA Sales Presentation 

. Circulation Audit 

. Mailing list folder 

. Figures on request 
readership 

. Typical reader com- 


ments 

. Listing of 1950-1951 
advertisers 

. Summary of inquir- 
ies received 





Contractors an/ 
Engineers Monthly 
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All of the key engineering and manufactur- 
ing executives who receive MACHINERY under 
the Directed Distribution Plan (explained in de- 
tail below) are asked every six months if they 
wish us to continue sending MACHINERY to 
them. In answer to our latest query, we geta 
“renewal request” from this group of highly 
placed executives of 95.4%! 





MACHINERY covers the metalworking mar- 
ket thoroughly for its advertisers because it has 
located and is able to direct its circulation to 
those executives who have the authority to buy 
metalworking equipment and materials in vol- 
ume. Such thorough coverage is possible only 
because MACHINERY supplements its paid 
circulation with Directed Distribution, which 
enables MACHINERY scientifically to adjust its 
coverage according to the location and amount 
of purchasing power in every branch of the 


metalworking industry. 


Under this plan, we maintain a continual 
check of the key executives in both the engi- 
neering and manufacturing phases of metal- 


MACHINERY =~ ~ 
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working who wield purchasing authority or in- 
fluence. MACHINERY’S useful edi- 
torial content naturally attracts the industry’s 
decision-making executives, most of the men 


Because 


we locate by this check have long been subscrib- 
ers. But if they are not, we see to it that each 
receives a personal copy of MACHINERY every 
month. This plan was developed to overcome 
the inherent difficulty which a publication with 
an all-paid circulation encounters in reaching 
many of these important readers. These busy 
men are “out” to subscription salesmen; do 
To depend 
on receiving voluntary subscriptions from all of 


not read subseription-selling mail. 


them would be to leave coverage of this im- 
portant group too much to chance. MACH- 
INERY developed Directed Distribution to close 
the gaps in coverage that are bound to be pres- 
ent in even the best, or the largest, all-paid cir- 
culation. About 20% of MACHINERY’S total 
circulation is Directed Distribution required to 
complete its coverage of the key metalworking 
buying authorities. 


In addition, MACHINERY’S paid circulation 
is of the highest quality. Our subscription 
salesmen concentrate their efforts on executive 
subscriptions only. No club or bulk subscrip- 
tions are accepted, and no free premiums are 
offered, because we realize that circulation ob- 
tained with these inducements is of little value 


to the advertiser. 


Teo sell effectively to the metalworking indus- 
tries you need coverage that is: 1) broad 
enough to reach the real buying authorities in 
both the engineering and manufacturing de- 
partments plants, and 2) 
thorough enough to penetrate these plants and 


of metalworking 
reach all the buying authorities, including those 
your salesmen can’t see. 


Selective subscription selling, combined with 
Directed Distribution, makes sure that your ad- 
vertising message in MACHINERY is carried to 
the right men in the right plans to do its most 
The Industrial Press, 148 
New York 13, N. Y. 


effective selling job. 
Lafayette Street, 





Production in the Manufacture of Metal Products 
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IN THE BIGGEST READERSHIP STUDY‘ 


FACTORY SHOWS AN 
SUPERIORITY IN THE 


L. PRODUCTION CONTROL 
\ SUPERINTENDENT 
Gee 


4 


FACTORY 
SUPERINTENDENT 


MAINTENANCE 
SUPERINTENDENT 


VICE PRESIDENT 


PLANT ENGINEER 7 ¥ 
bs SE 
‘ aa in charge of OPERATIONS 


ice —s< 


=f * ‘ &, Na 


FACTORY ’s purpose is definite and clear . . . to get your advertising to more of these men in the plant 
than any other publication . . . because this group is the hardest group for salesmen to see and sell, the 
largest numerically, and the most important group in buying for most industrial advertisers. That’s a big 
enough job for any magazine... that’s why FACTORY aims to concentrate on the Plant Operating Group, 
not to scatter its circulation among many groups. 
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EVER MADE IN INDUSTRY... 


OVERWHELMING 
PLANT OPERATING GROUP 


IF YOU WANT TO REACH THESE MEN IN THE PLANT IN THE MANUFACTUR- 
ING INDUSTRIES, THEN HERE ARE THE REALLY SIGNIFICANT SURVEY FACTS: 


a FACTORY received more mentions from the Plant 
Operating Group than any of the 983 business 
papers listed in the survey. 


When these Plant Operating Men were asked 
to pick the one magazine that is most useful to 
them in their job, FACTORY received more 
votes than any magazine — better than 2 to 1 
over its nearest contemporary. 





SELDOM HAS A SURVEY SO CLEARLY AND SHARPLY PROVED THE ONE 
BIG AND IMPORTANT JOB THAT FACTORY CAN DO FOR YOU BETTER THAN 
ANY OTHER PUBLICATION 


*The “Cooperative Readership Study” was made by 18 dif- 
ferent sponsoring companies. In accordance with their 


sponsibilities were classified into logical functional groups. 
The overall results were classified into these seven groups: 





wishes, and to enable them to study publication effectiveness 
by field or function, respondents were asked to identify them- 
selves by answering four questions: “What are your chief 
job responsibilities?”; “Your title?”; “Your department?”; 
“What does your company make?” 

Under the direction of the sponsoring companies, job re- 


A McGRAW-HILL PUBLICATION ABC © ABP 


Administrative, Production and Operating, Plant Services, 
Product Design, Purchasing, Sales, Others. 

FACTORY’s field—the Plant Operating Group — comprises 
two of these seven groups of management men in the manu- 
facturing industries —“Production and Operating” and “Plant 


B PACTORY 


MANAGEMENT AND MAINTENANCI 


330 West 42nd Street, New York 36, New York 
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(onstruction? 


Here is where 
Technical Copy 


Pays Off... 


@ The JOURNAL of the AME R- 
ICAN CONCRETE INSTITUTI 
is recognized world-wide through 
the regular publication of the 
kind of reliable technical papers 
and discussions wanted by the 
key men in the concrete industry. 
® Here, 
which the technical story of your 


then, is a medium in 
product or service will be read 
and studied with expert interest 

. Here you can tell the kind of 
story you have always wanted to 
tell to professional engineers, 
construc- 


architects, contractors, 


tion superintendents 


® With the rising cost of labor 
and materials, the men you want 
to reach know it is imperative to 
be alive to new methods and 
uses of the best tools, machinery, 
equipment, materials and _serv- 


ices dollarwise. 


® And, since they are the key 
men on the high priority building 
projects throughout the nation, 
the ACI JOURNAL is the place 
to make a direct bid for their im- 
portant business. 

@ Witha relatiy ely small (6,500), 
very important, and very special- 
ized circulation, the JOURNAL 
of the AMERICAN CONCRETE 
INSTITUTE provides you with 
an outstanding type of coverage 
at modest rates. Write for more 


details. 


* 


Journal of the 
AMERICAN 
CONCRETE INSTITUTE 


18263 West McNichols Rd. 
Detroit 19, Michigan 
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New vs. lost customer data 


provides guide to progress 


® WE poust if it will pay you to 
keep a record of new customers and 
prospects unless you can do this 
them to your 


However, if you have 


easily as you add 
mailing list. 
a fairly large operation, we recom- 
mend that you take a count every 
year 

It is not a question of new 
customers but usually a question of 
how many customers gained, how 
many lost, and the net gain. Too 
many companies count new cus- 
tomers but fail to subtract lost cus- 
tomers. In determining the defini- 
tion for a lost customer, you must 
decide normal buying frequency and 
figure that if you do not get another 
order within that normal period you 
have lost a customer. It is common 
practice to make that period a fairly 
generous one, perhaps 25 or 50° 
beyond the true normal period 

If you prepare a record of cus- 
tomers gained, customers lost, and 
net gain in customers and do the 
same for prospects, your manage- 
ment probably will be very pleased 
to make this a companion record 
with sales figures 

There are other figures that will 
indicate activity of your mailing list 

number of changes, number of 

cancellations per year, number of 


name and address changes, growing 


problems 


in Industrial Marketing 


or decreasing number of additional 
names .. (those who do not directly 
buy but influence the purchase of 
product). This 
will serve as a practical guide for 


your information 


you and may also be a help to sales 


management. 


Advertising research must 


be applied to your problems 


® FROM YOUR LETTER I would be in- 
clined to believe you are an engi- 
gone advertising or one of 
those very logical persons who must 


neer 


have 
nailed down. 

Research and industrial marketing 
have made great strides in the re- 
cent past and through the ARF 
and the National Industriai Adver- 
tisers Association Research Institute, 
which is now pveing organized, much 


everything spelled out and 


more information of practical value 
to you will be developed. 

You admit that you have gained 
a bit of information from these re- 
cent studies; but always you will 
have to blend this with your own 
experience and apply it to the par- 
ticular situation in your company 
We would urge you to get a copy of 
the booklet from NIAA, 1776 
Broadway, New York 19, announc- 
ing its Research Institute and en- 
courage your management to sub- 
scribe to it. And perhaps as the 

n pace 98 





. editorially conditions buyers 
to read your sales story 


Machine and Tool BLUE BOOK editorial content is right 
for its readers — right for on \t's the preferred pub- 
lication for busy executives and production men — key 
men who buy or specify your products. Streamlined 
editorial format in convenient pocket-size encourages 
Specie! report on Lathes... reading and constant use — gives you a receptive, 
Clomping irregular pieces t! = ready-made audience among the influential men in the 
Automatic riveting | i industry. 
How's Business? 
lest Minute Weshington News ] 
CONTENTS ON PAGE 5 








LAST MINUTE WASHINGTON £—_NEWS LB AN 
Ree api - ADE of the INDUSTRY 


109,000 sq. ft. fleor space for A.S.T.E. 
Shew in Chicage .. . 





ves te attend 



































Plus Values 





Circulation verified by Western Union 
through its 1,642 offices in U.S. industrial 





centers. 
More than 95% of circulation is personal- 
ized. 





Pioneer publication with controlled circula- 
tion. 

Published monthly for 46 years. 

Front cover used for merchandising editorial 
content. 

Square back binding makes book easy to 
use and read. 

Special binding permits use of 7x10” plates 
as unbroken spreads. 

low cost per thousand circulation. Pro- 
duces results. 




















FACTS ... 


i booklet ; 
emai enn ee Read by the right men in the right places with a total monthly 
ber of individuals readership of 136,000 among administrative, engineering 
= star anaes You need the power of the BLUE BOOK to sell 


ched, reading hab- [== 
its, na es what | — aaa : BOOK | |- the huge metalworking industry. 


they like to read in 


soon] CTA 


facts. — 
Write for your copy. HITCHCOCK PUBLISHING CO. © WHEATON, ILLINOIS 


Now more than ever~ The Readhook of the Metalworking Industry 
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e air conditioning 

@ communication 

@ construction 

e heating 

e instrumentation 
and control 


Plant engineering men are continually in need of infor- 
mation about the many products needed to carry out 
their job of creating and maintaining all plant facilities 
and services to production. They constantly consult 
available manufacturers’ catalogs to compare compet- 
ing types and makes and to decide where to take fur- 
ther buying action—which suppliers to write—whose 
salesmen to call in. 

You can create more and better selling opportunities 
for your salesmen with a good catalog designed espe- 
cially for plant engineering men—one that will make 
it easier for them to buy from you. 


e lighting 

e lubrication 

e materials handling 
e plant maintenance 
@ power generation 


¥ 


@ power application 
@ production 

@ refrigeration 

e safety 

@ sanitation 


Sweet’s can help you get the most out of your catalogs 
Sweet's is an organization of catalog specialists. Here, 
one hundred and eighty people, working in coordi- 
nated departments, stand ready to give you expert 
assistance in designing, producing or distributing mar- 
ket-specialized catalogs, or, if you wish, to handle the 
entire operation. 

Our services cover the entire range of catalog pro- 
cedure—starting from the planning stage and ending 
with printed copies open under the eyes of your pro- 
spective buyers. You may order these services sepa- 
rately, or in any combination, as your needs require. 


TAOCKRART 
Founpay 
COMPANY 


BUWE Ringe 
AKLO CLASS 
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Year after year, Sweet’s handles more catalogs than 
any other organization in 1951, over thirty-eight 
million copies. During its long experience in this 
specialized work, Sweet's has taken a leading part in 
developing and applying principles and procedures 
which have greatly improved the performance of 
manufacturers’ catalogs. It has helped hundreds of 
clients find the answers to a wide variety of individual 
catalog problems. 

Whether your problem is one of catalog content and 
format, or of good printing at reasonable cost, or of 
catalog distribution to cover your market effectively, 
or simply to get relief from a vast amount of time- 
consuming work—you will find the expert help you 
need in the Sweet’s organization. 

The Sweet's District Manager in your territory will 
detail these services in terms of your particular require- 
ments. Call him in to discuss your catalog needs. 


New York 18—119 West 40th Street—LOngacre 3-0700 
Boston 16—31 St. James Avenue—HAncock 6-0700 
Buffalo 2—70 Niagara Street—CLeveland 8200 

Chicago 54—700 Merchandise Mart—WhHitehall 4-4400 
Cincinnati 2—American Building—GArfield 2800 
Cleveland 15—1422 Euclid Avenue—CHerry 1-7256 
Detroit 26—548 Free Press Building—WOodward 1-2745 
Los Angeles 17—1709 West 8th Street-—DUnkirk 3-1177 
Philadelphia 7— 1321 Arch Street—LOcust 7-4326 
Pittsburgh 19411 Seventh Avenue—ATlantic 1-8220 
St. Louis 1—721 Olive Street—CHestnut 7388 


FREE. This booklet tells you all about 
Sweet's services in the plant engineering 
market. It describes in detail how you 
can make it easier for plant engineering 
men to buy from you. 


here is how Sweet's 
can work for you 


You may order these services 
separately, or in any combinaticn. 





CATALOG DESIGN—Sweet’s design depart- 
ment is staffed by experienced consultants, 
technical copywriters, draftsmen and artists. 
Your individual requirements, whatever they 
may be, receive individual treatment by men 
specially trained for this work. 

plan —consultation and analysis of products 
and markets; determination of catalog’s objec- 
tive, scope, content and distribution. 

rough dummy — outline of content and format. 
finished dummy—complete content and format 
specifications, ready for production. 





CATALOG PRODUCTION — Because of the 
great number of manufacturers’ catalogs han- 
dled, Sweet’s can offer the economies of quan- 
tity production with no sacrifice of quality. 
Sweet's will take complete charge of the execu- 
tion of orders for any or all of the following: 
drawings, photographs, engravings, type com- 
position, electrotypes, printing and binding. 





CATALOG DISTRIBUTION— Sweet's services 
in the plant engineering market are available 
for either of two types of catalog distribution— 
individual or pre-filed—to selected organiza- 
tions and individuals representing the bulk of 
buying power. 

individual distribution— by purchase of accurate 
list compiled by Sweet’s, or by using Sweet’s 
mailing facilities. 

pre-filed distribution—by having catalogs per- 
manently bound and indexed in PLANT ENGI- 
NEERING FILE. This method has the advantage 
of keeping catalogs instantly accessible at all 
times in 30,000 prospective buyers’ offices. 


Sweet’s Catalog Servi 


4, 


af ioe tal 
‘ers mar iP g 





Designers, Producers and Distributors of 
DIVISION OF F. W. DODGE CORPORATION 
119 WEST 40TH STREET, NEW YORK 18, NEW YORK 


HENSZEY 
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‘REAL MASTER OF 
GRAPHIC ARTS: 


Ed Zondlo 


You hear it frequently in this 
problem arises ive 

anical phases of adverusing 
A good idea, and certat 


! 
tical, reliable answer 


at's Zondlo 

cesses, of 

gg, of what ca 
gmMportant) ot what ¢ 


him acro 


Ed started here in 1929 i 
on the shipping d he has 
mever worked tor anyone else except 
Muring a stretch in the Infantry. He's a 
Worker, with an intense Curiosity to KNOW 
the answers. He's Production Manager 


and a good one 


Good agency performance is like the 
smooth coordinated functioning of a we 
coached tear and no player on the 
M.G.&R. team carries out his assignments 


nore dependably than Ed Zondk 


arsle ler: 


Ge bhava 


and eed snc. 


ADVERTISING 


600 SOUTH MICHIGAN AVENUE + CHICAGO 6 
600 GRANT STREET - PITTSBURGH 19 
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trends 


A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 


Labor shortage, increased quotas 


step up farm mechanization 


Grain processing . . U. S. proc- 
essors and handlers of grain, its by- 
products and related products this 
year will spend more than $600,000,- 
000 for plant operation and mainte- 
nance exclusive of cost of raw 
materials 

Following government production 
quotas that include an 18% increase 
of wheat, the total U. S. grain crop 
will be more than 6 billion bushels. 

Price-wise, the industry picture is 
essentially the same as a year ago 
for grain and for products control. 


labor, 


equipment and supplies are combin- 


But increasing costs for 


ing with high corporate taxes to 
force a technological housecleaning. 

In this connection, it is worth not- 
ing that grain processing for many 
years has been highly mechanized 
except for materials handling. Flour 
milling, one branch of the grain 
processing industry, for example, 
has long led most U. S. businesses 
in the ratio (21 to 1) of mechanical 
horsepower per worker. Until the 
past few years, however, mill ad- 
juncts like loading, unloading and 
materials handling were neglected. 
This situation is fast being remedied 
in both old plants and new. 

Fastest growing segment of grain 
processing is represented by manu- 
factured feed. Its value is in excess 
of $3 billion for a tonnage figure 
that is approaching 40,000,000 per 
year. Feed millers are buying things 
today that they never heard of even 
five years ago. In 1952, for example, 
they will buy, according to one gov- 
ernment estimate, $40,000,000 worth 
of antibiotics to include in formula 
feed. Like the wheat flour miller 
and the cereal breakfast food manu- 


facturer, the feed miller is a major 
purchaser of synthetic vitamins. 
No summary of trends in this in- 
dustry would be complete without 
reference to the development of 
small packages. While flour now is 
transported in tank cars for big bak- 
ery operations, the industry is ship- 
ping an increasing percentage of its 
products in small sanitary contain- 
ers with a net weight ranging from 
1 oz. to 2, 5 and 10 pounds. 
Finally, private estimates indicate 
that more than $100 million in in- 
dustry funds has been earmarked 
for plant expansion, and will be 
spent when more metals and other 
controlled materials are released for 
America’s essential food and feed 
industries. . KEN FERGUSON, editor- 
in-chief, American Miller & Proc- 


essor, Chicago. 


Farm Machines .. Farm income 
will be up, but selling on the part 
of dealers and manufacturers will 
be necessary, especially on some of 
the larger and more expensive 
pieces of farm equipment. Prices of 
farm machinery are expected to ad- 
Said one farm equipment 
company president: 

“With no commensurate increase 
in arable land, the only solution I 
can see is in intensified farming 
methods to produce more yield per 
acre and a continuing soil conserva- 
tion and reclamation program. Man- 
power is being drained from our 
farms at an accelerated rate, both 
for defense work and the armed 
forces. Our farmers will have to 
employ every labor-saving device 
possible, just as we do in the manu- 
facturing business.” 


continued on page 114 
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EXAMINE YOUR MARKETS 
WITH 


ROCK PRODUCTS 
FREE ADVERTISER AIDS! 


and SELL 10 
THESE MARKETS 


WITH THE AID OF 


ROCK PRODUCTS 


LARGEST PRODUCER COVERAGE 

ROCK PRODUCTS reaches and is read by more pro- 
ducers than any. other magazine in the rock products in- 
dustries. Tell your story in ROCK PRODUCTS to the 
men who buy equipment and supplies in the nearly $3 
Billion market made up of Cement — Sand and Gravel 
—Crushed Stone — Lime — Gypsum — Ready-Mixed 
Concrete — Other Non-Metallic Minerals. ROCK 
PRODUCTS Total Net Paid Circulation — 15,883 ABC. 
Renewal Percentage, 81.67%. 


APRIL AGSTONE ISSUE 
CLOSING MARCH 8! 


80,000,000 tons is official annual minimum requirement 
for agricultural liming materials. This issue will feature 
how to boost last year's 30 million toward the 80 million 
requirement. This fast-growing and important segment 
of the industry is one of the most attractive markets for 
equipment and supplies. Make sure your advertisement 
is in ROCK PRODUCTS April issue. Closing date — 
March 8. 


ROCK PRODUCTS PRODUCTION ESTIMATES 
FOR 1952 

Comprehensive, detailed year-ahead production 
estimates for the use of manufacturers and distribu- 
tors. Total estimated production shown, number of 
plants and number of ROCK PRODUCTS subscrip- 
tions for each of the seven major industry segments 
by states and regions. 


ROCK PRODUCTS FLOW SHEETS 

for Sand and Gravel and Crushed Stone industries, 
chart all operations at each point from excavation 
to finished product, indicating equipment used. 
All equipment and components keyed to quick 
recognition code. Valuable aid to sizing market 
potentials. 


ROCK PRODUCTS EQUIPMENT INVENTORIES 
used with the Flow Sheets, indicate what is now in 
use, how old, intention to add or replace. Based on 
— plant survey conducted by ROCK PROD- 
UCTS. 


ROCK PRODUCTS STORY 

OF EDITORIAL SERVICE 

is a 36-page booklet enabling you to decide FOR 
YOURSELF how well ROCK PRODUCTS meets 
readers’ needs. Discusses the major problems of 
the industries served and how ROCK PRODUCTS 
provides help with them. Factual, concise, packed 
with valuable information. 


WRITE TODAY FOR any or all of this profitable 
information, available without charge. Address: 
Research Dept. 1-3, ROCK PRODUCTS, 309 W. 
Jackson Blvd., Chicago 6, Ill. 





ROCK PRODUCTS 


309 W. JACKSON BLVD., CHICAGO 6, ILL. 


New York, Cleveland, Chicago, San Francisco, Los Angeles, 


March 1952 /29 





William F. McCarter, President, Cates & Shepard, 
Electrical Constructing Engineers, Philadelphia, Pa. 


In one of a series of reorganizations during the depression 
years, the youngest staff member of Cates & Shepard was 
made Second Vice-President. He was Bill McCarter, who 
began as draftsman, studied structural engineering and 
learned the electrical contracting business “on the job.” 
That was in 1931. Five years later, he was President, and 
under his guidance the company made sharp gains. Today, 
Cates & Shepard does more than a million dollar annual 
volume. 

With 84 electricians and four registered professional en- 
gineers, President McCarter still keeps a close check on 
every job. To promote new business his engineers often do 
studies of proposed installations to show where changes 
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will increase productivity and lower operating costs. They 
design and engineer a large percentage of all the jobs they 
tackle . . . and on others, complete or supplement electrical 
plans and specifications. 


Cates & Shepard tests new products, new techniques, new 
ideas . . . sent four engineers to Temple University for a 
course in applied industrial electronics. 


Since his assistant engineer days, Mr. McCarter has read 
ELECTRICAL CONSTRUCTION AND MAINTENANCE .. . both edi- 
torial pages and advertising. He says, “It gives us a bal- 
anced diet . consistently presents useful information. 
That's why I make certain that my engineers read it too.” 








ideas...not long-hair stuff” 


William F. McCarter, President of Cates & Shep- 
ard, well-known electrical constructing engineers 
of Philadelphia . . . is one of the pioneers always 
putting new ideas, new techniques, new products 
to work. 


McCarter was the first in Philadelphia to use 
powder actuated tools, first to use mobile metal 
scaffolds. He installed the first electronically con- 
trolled newspaper presses in the country... 44 
black and white Hoe presses and 10 folders for the 
Philadelphia Inquirer . . . without shutting down 
the paper. This job, he told us, was “like walking a 
tight rope.’’ McCarter installs electronic equipment 
wherever possible . . . calls industrial electronics 
the “natural heritage of the electrical contractor.” 


Since his earliest days as an assistant engineer, 
Bill McCarter has been reading ELEcTRICAL Con- 
STRUCTION AND MAINTENANCE. “Its editors,” he 
says, “track down and select the information of 
utmost value to us — information to meet our im- 
mediate needs.” He checks every issue . .. makes 
sure his engineers sign every article he marks for 
them to read before the issue is filed in his engi- 
neering library. And he searches the advertise- 
ments for ideas and improvements. Quote: "Not 
the long-hair stuff. I look for new developments, 


ways to use a product to cut material and labor 
costs. Tell the manufacturers to incorporate some 
good maintenance ideas in their advertising.” 
Unquote. 


McCarter’s engineers can use your ideas on jobs 
like the University of Pennsylvania's Betatron in- 
stallation. Or the tricky utility installation for the 
Municipal Light & Power Co. of Chambersburg, 
Pa., where Cates & Shepard rebuilt duplex control 
gegr . .. with the power plant in operation. Or 
another honey of a job: the three-year project to 
relight and air-condition Lit Brothers department 
store . . . modernizing the distribution system to 
carry a bigger load at less cost. His company buys 
all the materials for every job. 


In asking for more ideas, Mr. McCarter speaks 
for over 24,000 men who should be good custom- 
ers of yours . . . electrical contractors, plant chief 
electricians, consulting electrical engineers and 
motor service shop owners. They‘re all paid sub- 
scribers to ELECTRICAL CONSTRUCTION AND MAIN~ 
TENANCE for the same good reason: to keep posted 
on methods and products that mean more profits. 
Give them the facts and they'll put your products’ 
to work as they push forward the frontiers of this’ 
fast-growing industry. 


NoTE: If you'd like to have a complete report of our inquiring reporter’s visit 


with Mr. McCarter, ask any of our District Managers. 


ELECTRICAL 
CONSTRUCTION 
AND MAINTENANCE 


A McGraw-Hill Publication 
330 West 42nd Street, New York 36 
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39.9% Advertising Gain 
for Materials & Methods 


Advertising Pages: 1951 over 1950 
Source: Industrial Marketing 














12 PUBLICATIONS IN 
ALL BUSINESS PAPERS ALL INDUSTRIAL PAPERS 
uetauworKing Fievy | MATERIALS & METHODS 


re 


This endorsement of MATERIALS & METHODS 


,' a * 
continues to grow—advertising pages for the 
first quarter of 1952 are up over 30% compared qd P if [ dj % 


to first quarter of 1951. 


When you advertise materials or materials & MV Canteyens 


processing equipment, it pays to concentrate on 
The Only Magazine 
of Materials Engineering 


the only audience consisting entirely of 
materials engineering men—more than 20,000 


paid subscribers who deal with the materials A REINHOLD PUBLICATION 
problems of product design and manufacture. 330 W. 42nd St., New York 36, N. Y. 


@@® Cleveland * Chicago * Dallas * Los Angeles 
San Francisco * Fresno * Seattle 





Influences at work . 


a study of basic practices 


® TO MOST industrial advertisers, 
the purchase of business paper ad- 
vertising space represents the larg- 
est single apportionment of adver- 
tising funds, and therefore the most 
important single activity. 

How is such advertising space 
purchased? Who decides how much 
to spend, what fields to spend it in, 
which individual business publica- 
tions to use? Is there a “right” and 
a “wrong” way to buy business pa- 
per advertising? Does a _ single 
method meet the needs of all kinds 
of advertisers, or must the space 
buying practices be tailored to the 
individual requirements of com- 
panies of varying size and varying 
problems? Who really decides on 
the schedule to be used, and how 
many and what kind of people 
in both the advertiser’s and the 
. have an influence 
And how much 


agency’s office . 
on that decision? 
influence? 

In an attempt to secure the an- 
swers to these and related ques- 
tions, INDUSTRIAL MARKETING com- 
missioned the Marsteller Co., Chi- 
cago marketing counsel, to make a 
detailed study of business publica- 
tion space buying practices. The 
study was begun in October, 1951, 
and completed in January of this 
year. 

In this and two succeeding ar- 
ticles, to appear in the April and 
May issues, INDUSTRIAL MARKETING 
will present the of this 
unusual study, along with comments 
and observations which appear to 


findings 


Ce March * 1952 


Business paper space buying: 


Industrial Marketing 


“ ... there is no business paper space buying pattern that is typical 


of most agencies or most advertisers. 


There is, however, among 


agencies of comparable size and types of clients a similarity in space 


buying practices. 
among advertisers. 


ot be 


To a lesser degree this similarity is also true 


fully seld if only the 





“" ... business paper sp 


agency media director is sold .. or, only the advertising manager. . 





or, only the t tive .. or, only anyone else. 


Business 


paper space is bought as the result of impressions, opinions and facts 
planted with executives whose titles and responsibilities vary great- 





ly from y to 


Yorscssvce 


be justified from the study itself 
and from other investigations and 
personal observation. 

These articles will discuss: 

1. The role of the client and the 
advertising agency, and various in- 
dividuals within both organizations, 
in determining the budget for busi- 
ness publication advertising; in de- 
ciding upon the specific markets 
to be included in the advertising 
effort: in determining the basic ob- 
jectives of the campaign; and in 
selecting the type of media to be 
used. 

2. The role of the client and the 
advertising agency, and the various 
individuals within both organiza- 
tions, in selecting the individual 
publications to be included on the 
schedule . . the actual process of 
list making. 

3. The place of business publica- 


tion promotion and of business pa- 
per advertising salesmen, in help- 
ing to shape media decisions of ad- 
What in- 


agencies 


vertisers and agencies 
dustrial advertisers and 
handling their accounts want from 
media promotion and from media 
salesmen 

In approaching the study, the 
Marsteller organization and INDUS- 
TRIAL MARKETING quickly determined 
that (1) no valid results could be 
determined on the basis of a statis- 
tical approach, and (2) only per- 
sonal interviews, in depth, would 
provide meaningful information. 

Said Marsteller: 

“The weakness of statistical sur- 
veys is not so much in the sample 
or in the questions asked as it is 
in the fact that the type of infor- 
mation sought is of little value when 


it is averaged out. This same prob- 
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Where the buying study was made 


@ In the study of business paper space buying practices which the Marsteller Co. was 
commissioned to make for Industrial Marketing, personal interviews “in depth,” averaging 


approximately two hours each, were made with one or more executives of ile following 


organizations: 


Agencies 


Advertisers 


halmer 


In addition, some 30 business paper salesmen in Chicago, New York and Pittsburgh, were 


questioned about their experiences. The group was carefully selected, as were the ad- 


vertisers and agencies, to secure representatives of various types of publications. For 


obvious reasons, their identities are not disclosed. Re 


lem has plagued those who have 
made studies of industrial buying 
These 


again and again that with products 


influences surveys show 


where impulse is not the majo 
motivation, buying practices differ 
from company to company, and it 
difficult to 
weight the buying importance of 


becomes statistically 
individuals, even within the same 
company, since their influences also 
differ according to the type of pur- 
chase in question 

“For related reasons we discarded 
the use of a mail questionnaire. The 
type of information sought is of 
such a nature as to multiply the 
normal error when a mail survey 
is used. In general, it has been 
found that on questions concerning 
buying influence each person tends 
to rate himself as a more important 
factor than do other people.” 

As a consequence, instead of at- 


tempting to get superficial answers 
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subject to statistical interpretation 
from a large group of companies, 
Marsteller decided to base its study 
on depth interviews with a small, 
but representative sample of indus- 
trial advertisers and advertising 
agencies, and to check its general 
impressions with an equally repre- 
sentative sample of business paper 


space salesmen 


Two-Hour Interviews . . In ob- 
taining the data, three trained mar- 
ket research men conducted inter- 
views with one or more executives 
in 15 agencies and 15 advertisers, 
with the interviews averaging ap- 
proximately two hours each. The 
shortest was 30 minutes, the longest 
nearly four hours 

were conducted in 
New York, Cieveland, Chicago, 
Pittsburgh, Milwaukee and_ Los 
Angeles, and many involved sev- 


Interviews 


eral persons in the same organiza- 


tion. While a questionnaire outline 
was followed, those interviewed 
were encouraged to stray from the 
stated questions, to express their 
opinions based on their own expe- 
rience and backgrounds, including 
experience with other organizations, 
and to comment on collateral and 
related points. 

These interviews showed clearly 
that every advertising situation is 
“a case unto itself,’ with important 
differences in business paper space 
buying procedure from company to 
company, depending not only on the 
organizational procedures and prac- 
tices of advertisers and agencies, 
but upon the relative strengths and 
weaknesses of individuals, their 
willingness to delegate authority, 
their over-all interest in the ad- 
vertising budget, etc. There is, 
quite obviously, no “typical” indus- 
trial advertiser or agency, and no 
such thing as a “typical” space buy- 
ing pattern. 

There did emerge from the study, 
however, clear indications that both 
industrial advertisers and_ their 
agencies tend to fall into what 
Marsteller calls “typical types.” No 
single advertiser or agency may ex- 
actly fit any of these “typical types,” 
but there are enough similarities in 
their practice, underneath surface 
dissimilarities, to warrant dividing 
agencies placing business paper 
space into six “typical types,” and 
industrial advertisers into four 
“typical types.” 

These general types will be dis- 
cussed in detail in the second ar- 
ticle in this series, dealing with the 
influences at work in the actual 
development of media schedules, 
since they apply most specifically in 
that area 


What Was Learned .. The pattern 
followed in setting budgets, deter- 
mining markets, developing the ba- 
sic objectives of the advertising, and 
in deciding on the kinds of media 
to be used rather than the specific 
media, which is the general area 
with which we are concerned in this 
article, was general enough to en- 
able Marsteller to draw four specif- 


ic conclusions: 


1. Budget. . almost without ex- 
ception the advertising budget is 





approved by the client, and in the 
great majority of cases by execu- 
tives above the rank of advertising 
manager. 


2. Market. . usually the adver- 
tising department working jointly 
with the sales department and often 
the agency, too, will decide which 
markets are entitled to advertising 
expenditures. 


3. Objectives . . the agency ac- 
count executive is the most impor- 
tant person in decisions on adver- 
tising objectives, with the advertis- 
ing manager and the sales or gen- 
eral manager as the second and 
third most important influences. In 
addition to the advertising program 
objectives, the creative objectives 
. . the kind of copy, for example . . 
also often have an effect on the 
choice of media. 


4. Media . . While the advertis- 
ing manager may have fairly com- 
plete authority as between two 
business papers, a decision between 
business papers and more general 
media frequently involves corporate 
sales or management executives, as 
well as agency personnel . . usually 
the account executive. 


“The making of an advertising 
budget,” Marsteller concludes, ‘“fol- 
lows almost as many patterns as 

companies making up 
In the larger companies, 
approved in 


there are 
budgets. 
budgets are 
amount and in general terms at a 
high level, but are approved in 
terms of specific media at a lower 
corporate level, such as the adver- 
tising department, division manager, 
sales manager, or other executives. 
“The agency contribution to the 
preparation of the complete budget 
may be considerable, but usually it 
involves only those advertising 
functions which go through the 
agency, including, of course, busi- 
ness paper space. The larger the 
company, the more likely there is 
to be a complete advertising budget. 
It does not follow, at least to the 
same extent, that the agency par- 
ticipation in budget making in- 
creases with the size of the budget. 
As a matter of fact, the agency 
often has the strongest hand with 
the budget when the appropriation 


often 


is relatively smail and the company 
is without an advertising manager. 

“Relatively few budgets, it seems, 
are ripped apart or changed in many 
details at the approval stage. To 
get into a budget a publisher must 
almost without exception do his 
selling at a corporate level lower 
than those who approve; however, 
without top management selling, his 
publication may be questioned or 
dropped at the point of budget ap- 
proval.” 


Big Ones Slower to Change. . 
These are general conclusions with 
which most industrial advertisers, 
agency executives and business pa- 
per space salesmen will agree, but 
their significance should not be 
overlooked. In a sense, they are re- 
flections of size and of complexity 
of corporate organization. The 
large company, with complex or- 
ganizational structure, determines 
its budget “through the usual chan- 
nels,’ and the very existence of 
those channels and the number of 
individuals involved means that 
changes are difficult to make in 
the over-all figure, although individ- 
ual changes down the line may still 
be accomplished. 

The small company, on the other 
hand, may determine a budget by 
a simple decision of a single in- 
dividual, frequently the president; 
his decision is likely to be directly 
influenced both by his agency and 
by his advertising and sales per- 
sonnel, and since changes are rela- 
tively easy to make, the budget is 
likely to be more flexible both as 
to total size and as to allocations 
within the budget, than is the case 
with a larger company. 

From the standpoint of the busi- 
ness paper space salesmen, the 
Marsteller conclusion that “to get 
into a budget a publisher must al- 
most without exception do his sell- 
ing at a corporate level lower than 
those who approve” is especially 
significant. In cruder 
this means that the 
manager, or the sales or 
manager, or the various influences 
at the agency, are the “buying in- 
fluences” responsible for putting an 
individual publication on the list. 


language, 
advertising 
division 


Management Uses the Knife . . 
Higher management executives may, 
under some circumstances, knock 


an individual publication off the 
suggested list, but they are not like- 
ly to put one on. In over-simpli- 
fied terms, this means for the busi- 
ness publication (1) a job of posi- 
tive selling to the advertising man- 
ager and others most closely asso- 
ciated with actual list building and 
(2) as far as top management is 
concerned, more passive selling . . 
mere acceptance rather than active 
desire, or even complete neutrality 

. is likely to be satisfactory. 

As regards the markets to be cul- 
tivated by the advertiser, the Mar- 
steller conclusions are that “the 
sales department is the most im- 
portant point of attack for a pub- 
lisher attempting to get his market, 
and therefore his publication, rec- 
ognized on an industrial schedule.” 
It adds, however, that “in practice, 
it is usually the advertising depart- 
ment, the sales department and fre- 
quently the agency working to- 
gether who will decide which mar- 
kets are entitled to expenditures 
and how much for each. 

“In multi-product companies the 
sales department will have a domi- 
nant voice in deciding between di- 
verting some dollars to a marginal 
market or lumping them on top of 
present expenditures for a major 
market. In few cases can the agen- 
cy make decisions on markets to be 
covered, unless the pattern has been 
previously established. 

“The matter of selling by markets 
is one which both advertisers and 
agencies feel has had inadequate 
attention by business paper pub- 
lishers. They feel that sales depart- 
ments can often be persuaded that 
in established and slowly changing 
industrial fields, it is possible to 
build additional sales more quickly 
by new applications in minor mar- 
kets than it is by cornering an ad- 
ditional percentage of sales in a 
market in which competitive brands 
are just as strongly entrenched.” 

If the Marsteller conclusion on 
this final point is valid . . and there 
is no reason to believe it is not. . 
a remarkable opportunity for crea- 
tive selling is outlined for business 
paper publishers. It should be em- 
phasized, however, as_ will be 
stressed in the third article in this 
series dealing with business paper 
promotion and selling, that market 


ntinued nh page 
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Timeliness and testimonials 


boost sales of P&H prefabricated homes 





KEEP Your HomE BUILDING Prorits UP 
WHEN THE SALES CURVE IS DOWN 
vr nonce GSS 


SWITCH TO PELHASRICATION Mow BUND 


Y 








News Tie-In 


® THIS IS THE STORY of a company 
division that cut its sales force by a 
third but increased sales 22°; last 
vear while sales of the industry as a 
W hole dropped 21 

The company achieved this some- 
what remarkable industrial market- 
ing feat (1) by concentrating the ef- 
forts of its reduced sales force in the 
most profitable geographic areas 
closer to home and (2) by backing 
those efforts with a strong adver- 
tising and sales promotion campaign 

Harnischfeger Corp.'s (Milwau- 
kee) P&H Homes Division, maker of 
prefabricated homes, lopped off the 
deadwood in its sales force as part 
of a broad marketing strategy 
planned in 1950 and put into effect 
in 1951 

The major marketing problem for 
P&H, as for all prefabricators, was 


, 


36 / Indust 


1 Sold 41 G33 Homes 
in Two Weeks!” 


Wisconsin Suita 
lor Proves Pan p, 
's © Botte, ee. * _naeeanet Meme 
I eo-wise, Protit-wise 


and is to spearhead a revolution in 
distribution, construction and _ fi- 
nancing, in an industry often criti- 
cized for its resistance to progress 
The headway by P&H in this re- 
spect, as result of its marketing plan 
last year, is gaged by results. The 
company’s shipments of homes in- 
creased 22°; last year, while ship- 
ments of the prefabricated home in- 
dustry dropped 9% New home 
starts of all types, including conven- 
tional construction, dropped 21° 
Consumers are the ultimate buy- 
ers of homes. But prefabricators 
They make 
and sell homes to hundreds of small, 
P&H ships its homes 
trailer truck or 


are strictly industrial 
local builders 
83°, complete by 
freight car to the local builders, who 
ire called dealers. The dealer erects 


the prefabricated components on his 

















own lots and foundations, while his 
subcontractors install the remaining 
17% of including 
plumbing, heating, electricity, floor- 
ing and painting. The dealer, or a 
realtor, handles sales. 

P&H, which inherited its name 
from Pawling & Harnischfeger, who 
founded the present Harnischfeger 
Corp. in 1884, has been selling pre- 
The prefabs are 


construction, 


fabs since 1935. 
produced from forest products. 
Room-sized walls are produced from 
kiln-dried fir lumber, fir plywood, 
Upson panels and Fiberglas insula- 
tion . . bonded by water proof re- 
sorcinol plastic adhesives. 

When the company revised its 
marketing strategy late in 1950, two 
big objectives were set: (1) to ob- 
tain new builders, particularly those 


able to handle a higher volume of 





homes in areas closer to the P&H 
plant where shipping costs were 
lower, and (2) to educate those 
builders to sell most effectively. 
The promotional budget was in- 
creased moderately to $100,000, in- 
cluding $40,000 for business papers. 
Then, the company planned a thor- 
ough, coordinated promotional pro- 
gram, including some changes in ad 
copy, a cooperative advertising plan 
with builders, a standardized open 
house promotion for and by builders 
involving use of a model home, a 
manual of instructions outlining 


Show Push. . P&H salesman, who re- 
mained on staff that was cut a third while 


open house procedures in minute 
detail, a salesman’s kit, and sales lit- 
erature .. some aimed at the builder 
and the remainder produced for the 
builder to use on consumers. 

By the end of 1951, the reduced 
and reorganized sales force, sup- 
ported by the promotion program, 
had increased the number of build- 
ers from 135 to 195. The 60 new 
builders accounted for most of the 
increase in sales volume in 1951. 

The promotion effort to attract 
new builders was spearheaded by 
newspaper and business paper ad- 
vertising. Purpose was to supply 
salesmen with a volume of inquiries. 

The 1951 campaign was launched 
with a full-color page in the Chi- 
cago Tribune during the January 
convention of the National Associa- 
tion of Home Builders. The ad 


aimed directly at attracting new 
dealers among builders attending 
the convention and also at pre-sell- 
ing the public for such dealers. The 
editions in which the ad appeared 
gave ample news coverage to the 
convention and were distributed by 
the Tribune to all rooms in conven- 
tion hotels. 

Results exceeded expectations. 
Some 200 builders in the Great 
Lakes region mailed inquiries, more 
than 100 out-of-town builders at- 
tending the convention took char- 
tered busses 18 miles to the model 


boosting sales 21? 


cards using tro 


site, and 10,000 families visited a 
pilot model P&H home in suburban 
Des Plaines, Ill., in response to a 
two-line buried invitation in the ad. 

At the same time, a business pa- 
per campaign used copy with accent 
on the positive. Division Manager 
Robert E. Ott emphasized that pub- 
lic acceptance of production quality 
in home prefabrication has led to 
exploitation of the term. Said Mr. 
Ott: “Formerly we avoided the 
term, but now we deliberately use 
the word ‘prefabrication’ in our pro- 
motion and advertising. Our copy 
emphasizes: prefabricated, 
tect - designed, factory - engineered 
homes for today’s planned living.” 

Ads_ de-emphasize blue-prints, 
emphasize detailed advantages such 


archi- 


as sliding closet doors, crack-free 
and washable walls, stronger panels 


than in conventional houses, factory 
precision fitting of jigs for doors and 
windows. 

As the campaign progressed the 
theme was varied for timeliness, ty- 
ing in with the news. “Keep Your 
Home Building Profits Up . . when 
the Sales Curve Is Down,” capital- 
ized on the sharp home building re- 
cession that followed the Federal 
Reserve Board’s dropping of gov- 
ernment bond support. “Sell De- 
fense Homes Now” became the 
theme in answer to government re- 
strictions on higher priced homes. 

Several dealers achieved unusual 
results, partly through the educa- 
tional efforts of the advertising and 
sales departments. A_ testimonial 
ad headed, “I Sold 41 P&H Homes 
in Two Weeks,” cited a small town 
builder and set a record low cost- 
per-inquiry for a P&H ad. 

But P&H advertising must do 
more than sell homes. It must per- 
suade home builders to break sharp- 
ly with tradition. The first hurdle 
is to persuade builders to surrender 
hand craftsmenship, which can be 
costly and inefficient, in favor of 
modern business and construction 
methods. 

The advertising and the 
force must aim at selling the build- 
er on a lower unit profit margin but, 
at the same time, lower risks, higher 


sales 


sales potential and higher over-all 
profit opportunities in single units or 
moderate-sized projects of prefabri- 
cated houses, as compared with a 
corresponding volume of conven- 
tionally built homes. 

Thus, P&H has two kinds of com- 
builders 

manufacturers other 
The company lists itself 


petition conventional 
and prefab 
than P&H. 
among the first five prefabricators in 
a field led by several big companies, 
including National Homes Corp., 
Lafayette, Ind., and Gunnison 
Homes, New Albany, Ind., a U. S 
Steel subsidiary. 

The prefabricator’s big sales argu- 
ment in competition with conven- 
tional builders is speed of comple- 
tion and reduced financial risk for 
the dealer. The builder of 25 or 100 
prefabricated homes a year can 
build in 45 days, as compared with 
six or nine months for the conven- 
tional builder of comparable volume 

Prime objective of P&H advertis- 


ing has been to free the salesman 
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How job titles deceive you 


as a gage of buying authority 


By Arthur H. Dix 


Are executive titles, or even chief functions 
of executives, a guide to their buying 
authority? Only if you avoid some com- 
mon errors. 

A president of a small company may 
spend most of his time on production, or 
design. or sales. Another company presi- 
dent may be largely an administrator. 
That varies his buying influence. And 
even then, his chief function may mislead 
you. Some minor function of his may 
make him a vital factor in buying your 
product . . even though that function does- 


n't show in the statistics. 





® IF YOU SELL to the industrial mar- 
ket, the chances are you have at- 
tempted, from time to time, to make 
an occupational analysis of the peo- 
ple who influence the buying of 
your product. Or you may have an 
understandable 


curiosity concern- 


ing the kind of people you are 
reaching through a publication you 
are advertising in, or one you may 
be considering 

At first glance, this isn’t difficult 
The classifying of industrial execu- 
tives ought to be simple enough 
But at second glance it’s as frus- 
trating as sorting your friends into 
three classic g oups ectomorph, 
mesomorph, and endomorph. You 
know, the ectomorph is tall, skinny, 
sad, and likes Bach The endo- 
morph is fat, happy, and likes bock 

But you find there are no 24- 
karat endomorphs or ectomorphs 
Your friend Charley Brown has an 
Astaire physique anda pigs-knuckles- 


and-sauerkraut-mind, while Sherm 


Black Galento build 
with a keen understanding of ex- 
You learn that every- 
body is a mixture of ecto, meso, and 


combines a 
istentialism. 


endo, and so you say the hell with it. 

But finding out if there is any 
harmony between titles and buying 
power is important to you in your 
job. You have an understandable 
curiosity concerning the kind of 
people you are reaching through 
the publications you're advertising 
in, or may be considering. And 
you would, once and for all, like 
to be able to take the guesswork 
out of how much the plant execu- 
tives, the design people, the pur- 
chasing management, 
and others, have to say about buy- 


agents, top 


ing your product 

So you persevere First you check 
over the call reports prepared by 
your salesmen in the field, for they 
are the men who know whose “yes” 
means business for you. What you 
find is that the men called on by 
your salesmen boast a bewildering 
of titles. Let’s take an ac- 


tual example 


variety 
typical of what 
you will find. Here are the titles 
as they appear, in almost consecu- 
tive order, on the first couple of 
dozen salesmen’s call cards in a 
machine tool builder's list: 
Assistant superintendent, fore- 
man, time study engineer, superin- 
tendent, tool supervisor, works 
manager, maintenance superintend- 
ent, plant engineer, chief designing 
engineer, purchasing agent, assis- 
tant master mechanic, vice-presi- 
dent, secretary-treasurer, chief of 
president, general 


shops branch, 


manager, chief engineer, director of 


research, manager, inspector, owner, 
buyer, partner, mechanical engineer, 
office manager and_ purchasing 
agent, section chief, engineer. 


Classifying by Groups . . The ob- 
vious thing to do is to sort these 
titles into major groups like ad- 
ministrative, plant, design, purchas- 
ing, and so on. Let’s see what’s the 
latest style in industrial classifica- 
tions. Here’s the set the National 
Industrial Advertisers Association 
used in its survey of industrial buy- 
ing practices: 

Top management, operating man- 
agement, engineers, foremen, pur- 
chasing, finance, sales managers. 

The term, “engineers,” is of 
course so catholic in its applica- 
tion as to be of little value to you 
for classification purposes. This is 
made plain by the NIAA’s state- 
ment of what went into this group: 
“Engineers . . General: plant, works, 
factory engineers; chief production 
engineer. Specialized: maintenance, 
electrical, chemical, mechanical, 
product development, process, met- 
allurgists, hydraulic, and safety en- 
Design: chief design en- 
gineers, stylists.” 

Production, maintenance, metal- 
lurgical, design, safety engineers . 
all with different functions . . all 
in one basket. 

Now take foremen, and _ hetero- 
geneity rears its head even higher 
This is what went into that basket: 
“Foremen: production, maintenance, 
yards 


gineers. 


shipping and warehousing, 
and loading, packing, print shop, 
stock control.” 

Here’s another set of industrial 
occupational classifications, used in 
a readership survey by a large in- 
dustrial marketer: plant design and 
research, plant maintenance, pro- 
duction, tooling, sales, purchasing, 
adininistration, other. 

A publication used this one: Top 
management, operating manage- 
ment, product engineering, design 
and development engineering, main- 
tenance engineering, research, pur- 
chasing, sales, advertising, others. 

There are dozens of others. Now 
try tossing the titles on your sales- 
men’s call lists into the five or ten 
bins you've set up, and you sympa- 
thize with the candidate for a farm- 
hand’s job, who passed his plow- 
ing, pitchforking, and milking tests 





all right, but who gave up because 
of the “damn decisions” involved in 
sorting potatoes into big, medium, 
and small sizes. 


Similar Titles, But . . First thing 
you find is that exactly the same 
title may mean entirely different 
things in different fields. 

For instance, the chief engineer 
of a company that builds machinery, 
automobiles, airplanes or anything 
else made of metal is the top de- 
sign man. But the chief engineer 
of a meat packing plant, a textile 
mill, a brewery, or any other kind 
of a non-metal plant is likely to be 
in charge of plant maintenance. 

The bare title of “vice-president” 
is, of course, as useless as a com- 
pass in the Mesabi range. The vice- 
president may be in charge of sales, 
or plant, or personnel, or traffic, 
and unless you know just what he 
is vice-president of, you get no- 
where. 

And how about “secretary?” 
What does a man with the adminis- 
trative title of secretary do for a 
living these days? Might boss the 
salesmen, the accounting depart- 
ment, the purchasing department, 
or maybe he runs the shop. 

“Mechanical engineer” is another 
one that points nowhere in partic- 
ular. Actually, it is a college de- 
gree rather than a title. The me- 
chanical engineer of a heavy chem- 
ical plant says his job is plant main- 
tenance. The man with the same 
title in an production 
equipment plant gives his province 
as product design. Still another 


automatic 


says the power plant is his domain. 

Then take “plant engineer.” 
There’s another one that 
many things. Frequently it con- 
notes plant maintenance, but it may 


means 


mean job standards, or design, or 
construction, or something else. 
Even the top title, “president,” is 
frequently an unreliable weather 
vane when it comes to pointing out 
responsibilities. In the very big 
companies the head man may and 
probably does spend most of his 
time administrating. But the in- 
dustrial field is made up mainly of 
companies that are not large. Of 
the quarter million or so plants in 
the country, only about 4,500 are 
in the “big” classifications, meaning 
500 or more employes. Some 20,000 
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Got a market research problem? 


Try solving it by telephone 


By A. C. Daugherty Market ! 


8 IF YOU'RE a market research man 
about to embark on a national sur- 
vey, including direct interviews, to 
find out for management what it 
. hold everything. 
absolutely 


needs to know . 

You may be doing 
right. You may need a compre- 
hensive study, which only a field 
force can get for you. And you 
may be absolutely wrong. Tough 
as the job may seem, you may be 
able to do it simply by lifting the 
telephone once, twice, perhaps 
ten times before the five o'clock 
whistle blows. You may get every- 
thing you started after, or some- 
thing less but enough to get by. . 
at a saving in dollars that will put 
you closer to management’s heart. 

A tremendous quantity of infor- 
mation is available on nearly every 
phase of marketing if you remem- 
ber this easy method of tapping the 
sources. Unfortunately, market re- 
search men often don’t, and get em- 
broiled needlessly in time-consum- 
ing work that someone else has al- 
ready done for them. All that is 
needed is to find that someone. 

You need two things to do the 


job properly a telephone and a 


source file. 


Whom to Call . . Geniuses can 
carry that source file in their head. 
Mortal men should have it down on 
paper. The method you use doesn’t 
matter, as long as you can learn 
the proper person to call with rela- 
tive ease and speed. My source file 
is set up on 3x5” cards. It is cross 
indexed by the name of the person 
to call and the subject involved. 
Here are some sources to include 
in your elementary source file. 
Think of these as a starting point: 
(1) trade associations, (2) business 
papers and other publications, (3) 
business libraries, (4) federal agen- 
cies, (5) state agencies, (6) service 
organizations such as the US. 
Chamber of Commerce, (7) market 
research directors of other com- 
panies, (8) research departments of 
leading banks and (9) research de- 
partments of leading stockbrokers. 
Build your source file as you go 
It will pay for itself many 
Make it as comprehen- 
Don't limit it to 


along. 
times over. 
sive as you can. 
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91 companies report . . 


Industrial salesmen earn 


average income of $8,000 in 1951 


By Merle Kingman 


How much do industrial salesmen make 
and what methods are used to pay them? 
To learn the answers to these and related 
questions of interest to management, In- 
dustrial Marketing conducted a survey of 
industrial sales managers. Results en- 
able you to compare your salesmen’s in- 
comes with incomes in other companies, 
other industries. 





AVERAGE industrial salesman 
more than $8,000 


® THE 
earned slightly 
last year 

A star salesman of electric con- 
$56,000 on 


trols earned straight 


commission. A salesman of electro- 
magnetic components and controls 
earned $48,000. A salesman of elec- 
tric light plants made $22,000 The 
latter two were on salaries and com- 
missions combined 

These figures, and many more, 
were uncovered in a mail survey by 
INDUSTRIAL MARKETING of 91 repre- 
sentative sales managers in a vari- 
ety of industries Each sales man- 
age! was asked to compute the 
average income of his salesmen last 
veal The $8,000 figure 


the average of the 91 different totals 


represents 


that these sales managers turned in 


IM’s questionnaire asked nine 


questions, including how much the 


company’s’ highest-paid salesman 
made last year 

The average salesman's income 
dropped to $4,500 in two companies 
Five companies, each in a different 
industry, reported $5,000. But the 
returns showed that if a salesman is 


exceptionally good or lucky or both, 


and he hits the right industry, his 
income can soar 

Highest individual incomes were 
reported in electric controls and 
The $56,000 income 


of a salesman of electric controls 


machine tools 


was the highest individual income 
reported in the survey. Three ma- 
chine tool manufacturers reported 
top incomes ranging from $21,161 to 
$25,000 

More than half of the companies 
reporting listed average salesmen’s 
$8,000 


Some 17 companies reported 


incomes in the $5,000 to 
group 
average incomes between $7,000 and 
$8,000, 16 listed incomes between 
$6,000 and $7,000 and 14 listed in- 
comes between $5,000 and $6,000 
The salesman’s average age was 39.4 
years 

Of 91 sales managers reporting, 75 
said that their salesmen’s incomes 
had increased in 1951. In the 75 
companies, the average income in- 
j 


crease was 18 Asked what caused 


the increase, 52 sales managers 
listed increased sales volume and 32 
sales managers listed a higher salary 
base Other causes listed for in- 
included product 


creased income 


price increases, competition from 
other 


control, higher bonus and increased 


industries, improved _ sales 
individual effort 

Most common method of compen- 
sation was the combination of salary 
plus commission. Fifty sales man- 
agers reported using this method, 28 
paid a straight salary and 10 used a 
straight commission. Two companies 
paid a salary plus bonus and one 


company a commission plus bonus 


Several sales managers had 
changed their methods of compen- 
sation recently. One sales manager, 
whose sales staff increased its in- 
come 66°% in 1951, said: 

“Several years ago our company 
operated all of its sales (excluding 
a few house accounts in the home 
territory) on a straight commission 
basis. 
have found this method very unsat- 
We have tried numerous 


In the past several years we 
I 5 


isfactory. 
methods of compensation and have 
standardized as nearly as_ possible 
on the combination of salary, ex- 
pense and commission. 

“Our greatest single problem has 
been .. with the increased earnings 
of the sales force to keep sales- 
men making calls and really selling. 
The tendency has been for the men 
to ignore absolutely trying to make 
new contacts. Along with this, we 
have found it increasingly difficult 
to obtain decent and comprehensive 
reports on calls made.” 

Another sales manager, who has 
revised his compensation method 
and whose salesmen increased their 
income 10° last year, said: 

“The older men formerly were 
doing very well on the base salary 
and commission arrangement. The 
newer men were having trouble liv- 
ing on the base salary alone, until 
substantial sales could bring in 
commissions. 

“Solution: We 
salaries to a livable level, then cut 


raised all base 


back commissions on first amounts 
of business taken to compensate 
partly for base pay raise. When the 


raise Was covered, commission on 





additional business was paid at the 
regular rate. 

“Result: A small general increase 
for all the men, new and old. Older 
men’s quotas on total earnings were 
unaffected. Newer men were guar- 
anteed a livable salary until they 
got started on volume selling.” 

A manufacturer of conveyor 
chains expressed satisfaction with a 
new incentive plan. Said the sales 
manager: ) 

“Starting with the last half of 
1950, we instituted an _ incentive 
compensation plan for our field sales 
personnel. We established a group 
fund apportioned quarterly, based 
on merit rating of individual per- 
formance. 

“We feel that the plan has been 
most successful as the percentage 
relation of sales salaries to total 
sales declined from 3.1% to 2% with 
a 16% increase in our staff, who 
averaged a 38% increase in earn- 
ings.” 

A manufacturer of industrial 
glassware, whose salesmen’s incomes 
have remained about level for three 
years on 40% salary and 60% com- 
missions, observed: 

“We believe proper compensation 
5 

“1. Pay a base salary that will 
cover normal (or slightly subnor- 
mal) living expenses, insurance and 
all incidentals. This insures peace 
of mind. 

“2. Pay all company expenses, in- 
cluding office, stenographical help, 
travelling, etc. This permits us to 
control the amount of travelling. 

“3. Pay a varying rate of commis- 
sion based on the profit return to 
the company. The rate varies from 
2.5% to 15%, depending on the type 
of items. 

“4. The total sum of the accumu- 
lated commissions is represented by 
100%. Pay cub salesmen a fraction 
of this amount, usually starting at 
40%, then increase it as their length 
of service increases. Generally it 
takes ten years for them to reach 
100%. 

“If a cub salesman has a freak 
break in good luck, this helps to 
keep his income within reasonable 
limits. A cub salesman does not get 
as high a minimum guarantee as an 
older man (older in service). A 
cub generally makes only a little 


over his guarantee for two years.” 

Another chain manufacturer, 
whose salesmen’s incomes increased 
10°, said: 

“We believe in a straight salary 
basis plus a year end bonus based 
on profits . . which is according to a 
set plan that we have used for many 
years. Our salesmen know that if 
the company profits increase, so will 
the bonus.” 

Average incomes of salesmen re- 
ported by each sales manager in the 
survey are listed in the tabulation 
below. Companies are listed by type 
of product sold and are classified in 
broad industry groups. 


Metal Products 





Product 
Bolts, screws, nuts, rivets 
Turned hexagon brass nuts 
Screw machine products 
Universal joints 
Wire rod and wire products 
Wire rope, steel wire, 
bare and insulated copper wire 
Wire rope, tackle block, 
rope fittings 
Clamps, chisels, punches 
Fabricated structural steel 
and plate work 
Die castings 
Aluminum castings 
Steel strapping, tubing 
steel building products 
Metal tubing 
Gears and reducers 
Roller chain, sprockets 


Chemicals 


Electric light plants 
Portable pneumatic and 


10,000 
8,000 
7,500 


Plant Maintenance Equipment, 
Supplies 





Industrial maintenance brushes 
Industrial belt fasteners 
Industrial 

Gaskets 

Safety equipment 


Power Plant Equipment 





Valves 

Valves 6,130 
Safety valves 5,640 
Pumps 6,200 
Pumps for plumbing, heating trade 5,500 
Pumps, industrial and farm types 9,000 
Pressure vessels 6,000 
Power plant equipment 6,500 
Power transmission 


and conveying machinery 


Machinery 





Machinery 
Machinery 
Machinery 


Industrial equipment 


Materials Handling 
Equipment 








Tungsten and special chemicals 
Industrial chemicals 


Chemicals 


Metal Working Machinery 


Industrial trucks, casters, wheels 
Industrial trucks 

Materials handling equipment 
Materials handling equipment 
Conveyor chains, sprockets 
Conveyors, pallet leaders, 


pneumatic tube systems, blowers 


Packaging 








magnets 8,000 
10,798 
10,000 
11,116 


Tin cans, metal stampings 8,000 


Cutting tools, dies, alnic¢ 
Machine tools 
Machine tools 
Machine tools, cutting tools 


Metal stampings 5,000 
Grinding wheels 12,000 
Threading equipment 6,500 
Shelf hardware, industri l 
Tungsten carbide tools and dies 
Metal cutting band saw machines 


Foundry equipment, wheelbarrows 


Electrical Machinery, 
Products 





Insulated wir 


for electric 


Steel shipping ntainers 
Metal strapping (round and flat) 
nes for applying it 


kaging materials 


Instruments 





Aircraft instrument « 
sory items 6,000 





r metal 
industries 


ess equipment 
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Sales meeting .. 


Distributor salesmen learn 


their product line in a gravel pit 


® HEADWAY in solving one of the 
big problems of the equipment dis- 
tributor was gained by Rish Equip- 
ment Co., Bluefield, W. Va., when 
it held its annual sales meeting in 
a gravel pit 

The problem for the distributor 
and the manufacturer who supplies 
him is the difficulty of training 
distributor salesmen to be experts 
in all of the many types and brands 
of equipment the distributor sells 

Rish tackled the 


matically this year by 


problem dra- 
assembling 
the company’s entire 60-man sales 
force, clothed in workers’ garb, to 
practice operating $250,000 worth 
of earth-moving and construction 
equipment, pumps, saws and other 
Rish-distributed items in a gravel 


pit near headquarters. The session 


42 /In dustrial Marketing 


lasted eight hours a day for four 

days 
Rish’s 

sales staff could do a better job of 


evaluating customers’ needs, finding 


conviction was that the 


and recommending product applica- 
tions and servicing customers if 
each man knew how actually to op- 
erate the equipment he sold 

There was plenty of elbow room 
The pit covered 20 acres 

Responding enthusiastically to in- 
vitations by Rish, 15 manufacturers 
sent 44 factory engineers to help in- 
struct the salesmen in operation of 
everything they sell from a mam- 
moth, 20-ton bulldozer, largest of its 
kind, made by Bucyrus-Erie Co., 
South Milwaukee, to a 41l-pound 
portable chain saw made by Henry 
Disston & Sons, Philadelphia 


Partly for efficiency and partly as 
a safety factor, the array of ponder- 
ous equipment was scattered wide 
over the sprawling, ravine-stubbed 
gravel pit, arranged in eight sec- 
tions, or “classrooms,” each accom- 
modating about eight salesmen. Each 
hours on the 
equipment in each section. Thus, 
every half day a class would “grad- 
uate,’ and move into the next sec- 
tion. At the end of four days each 
salesman had completed the course. 


group spent four 


Salesmen and _ instructors, who 
keenly enjoyed this open-air break 
in life’s routine, were transported to 
and from the pit each day in special 
busses. The men were roused out 
of their downtown hotel at 6:30 a.m. 
so they could be on the job past the 
edge of town promptly at 8am. A 





walked 


during 


large tent was erected at the gravel 
pit, where a hot lunch was served 
each noon. 

A danger in this armada of green- 
horn operators bustling about with 
powerful machines was that some- 
one would get hurt. So each sec- 
tion was in charge of a “sergeant” 
whose biggest job was to serve as a 
safety engineer. Despite this cau- 
tion, there was one serious casualty: 
an assistant sales manager smashed 
his hands in a power winch. 

The meeting ended on the eve- 
ning of the fifth day at the com- 
pany’s annual sales banquet where 
President Lon M. Rish presented 
awards to the salesmen who had 
“done the best job” in building sales 
to a record $16,282,000 in 1951. 

Results of “Operation Field Ex- 
perience,” as the four days in the 


to lunch tent each 


four days in pit. 


gravel pit termed, 
summed up by Vice-President and 
General Manager H. D. Anderson, 


directed the 


were were 


who conceived and 
meeting: 

“The men are bound to be better 
salesmen. They developed a great- 
er respect for skilled operators and 
they now know what the machines 
are capable of doing. They now can 
operate every machine they sell. 

“One gage of the success of the 
operation was the speed and en- 
thusiasm with which manufacturers 
accepted our invitations to 
their most experienced instructors 
and engineers to conduct the train- 
ing.” 

Tearing into distributors’ 
problems dramatically and on a big 
scale is nothing new for Mr. Ander- 
son, who a year ago bundled his 


send 


sales 


New line . 


sales staff into two chartered busses 
for a ten-day, 2,300-mile tour of the 
plants of the same manufacturers 
who participated in Operation Field 
Experience and who supply Rish 
with the equipment it sells in a five- 
state area (IM, March, 1950). 
Participating 


manufacturers this 


year included: 


Libertyville 


1-Rand New York; Interna- 
Quaker- 


Quick-Way” 


tional Harvester Chicag 
Rubber Corp., 
ick Shov 


iru 


ply C 


Service Sup- 
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Which ad 


attracted 


more readers? 





Front vs. Back 
® THESE TWO Aps for tool steel ap- 
peared on pages 87 and 88 of the 
same issue of Machinery, separated 
by no more than the sheet of pape 
on which they were printed back to 
back Yet one attracted five times 
as many readers as the other 

The ad by Crucible Steel Co. of 
America, New York, appearing on 
the “front” side of the sheet (page 
87), used a general appeal n- 
cluding kittens aimed at pulling 
attention of all kinds of readers 
whether technical or popular. The 
Bethlehem Steel Co. ad narrowed 
its appeal to technical readers only 

Which ad attracted more readers‘ 
See page 114 


> 


especially 
tool steets! 


eruite for your aclector tedag Cs 
first name in special purpose steels 


U years of Fine stevlmaking TOOL STEELS 


Cold-heading Die Steel 
Takes a Real Beating 


Fresh-roasted Chisels 
Healt Costly Breakage 


A modified oilquench gets rid of scale on a bardeaing tes! steels 


Bethlehem & Tool Steel 





244, Million 
tons of Merchant 
Shipbuilding! 


(greatest since 1945): 


Naval Construction 
at the 
Multi-Billion 


Pin-Point Largest Marine Market Since ‘45 





Sell This Market! 


Commercial shipbuilding's 
up-surging 266 per cent 


—through Marine Engineering 





rise in 17 months, plus the 
fiscal 1952 naval appro- 
priation of $1,480,297,000, 
and the fiscal 1953 naval 
budget of $1,150,000,000 
for vessel construction, 
give American manufac- 
turers more opportunities 
for marine business — in 
more different places — 
than at any time since 


World War Il. 
Marine Engineering is . . 


FIRST in paid circula- 
tion 

FIRST in editorial rec- 
ognition 

FIRST in industry pres- 
tige 

FIRST in advertising 
pages 











Without getting into the numbers racket, and without over-saturation, 
Marine Engineering gives you EVERY MONTH coverage of EVERY ship 
operator which operates commercial vessels of 100 tons or over, as listed 
in the Marine Directory. It reaches key shore personnel — technical 
staffs or executive departments — of EVERY ONE of these companies 
plus the GREATEST coverage of chief engineers and assistants aboard 
ship of any marine paper. 

It gives you coverage also of EVERY active commercial shipbuilding yard, 
EVERY naval shipyard and EVERY yard building naval vessels — plus 
coverage of the important government offices, important a a one 
naval architects and important ship repair companies. 

Combined with editorial leadership and advertising pre-eminence, this 
pin-point coverage is your assurance of dynamic selling power. Marine 
Engineering is recognized as the marine business paper of ENGINEERING 
AUTHORITY — it led its field in number of advertising pages by 40 per 
cent in 1951. 


Write for your copy of ‘1952 Shipbuilding 
Market’’, to our New York office, 30 Church St. 


MARINE ENGINEERING cARD 


and Shipping Review 


VMET Iai elakoa slolelaeliilelale allel ilaetilels 
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3 catalog services 


fo help you make your 
products easier fo buy 


design 
plan, 
organization, 
dummies 


production 


drawings, photos, 


engravings, type, or 
printing and binding 


distribution 
individually by mail 


pre-filed 


- 


You can order these catalog design, production, or distribution 


services separately, or in any combination, as your needs require. 


Do you really know what these Sweet’s services 
are doing to help hundreds of manufacturers 
make their products easier to buy? 

Our Design Service for example, offers a great 
deal more than just good catalog format. Sweet’s 
consultants and technical copywriters work with 
industrial marketing men to help them organize 
their product information so that each catalog 


will be really useful to the specific buying group 
for which it is designed. 

Our draftsmen and artists design formats and 
develop illustrative techniques that give the cata- 
log great utility, yet preserve individuality. 

Between them, the Sweet’s team does a design 
job that can materially improve a manufacturer’s 
order-getting efficiency in each of his markets. 


Sweet’s Catalog Service 


Designers, Producers and Distributors of manufacturers’ market-specialized catalogs 
DIVISION OF F. W. DODGE CORPORATION 
119 WEST 40TH STREET, NEW YORK 18, NEW YORK 
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Sweet’s can help you 
with any part 


Sweet’s serves manufacturers whose products are of your catalog job 


bought in five separate markets. 

Sweet’s is in the business of helping industrial marketers 
put the right product information in the right forms so as 
to get it used the way they want it used by the different 
groups of buyers that comprise these five manufacturing 
and construction markets: 


You may order these services sepa- 
rately, or in any combination. 


(design) 


Sweet's design department is staffed by ex- 
perienced consultants, technical copywrit- 
ers, draftsmen and artists. Your individual 
requirements, whatever they may be, re- 
ceive individual treatment by men specially 
trained for this work. 

plan— consultation and analysis of prod- 
ucts and markets; determination of cata- 
log’s objective, scope, content and distribu- 
tion. 

rough dummies — outline of content and 
format. 

finished dummies — complete content and 
format specifications, ready for production. 


BB pant engineering 

& product engineering 
WB ceneral building 

+ industrial construction 


Bight construction 


Whether you’re interested in all five markets, or only one 
—whether it’s Designing, or Producing or Distributing 
your market-specialized catalogs—if extra expert hands 
might help lighten your load—call your nearest Sweet’s 
representative. 

New York 18—119 West 40th Street—LOngacre 3-0700 
Boston 16—31 St. James Avenue—HAncock 6-0700 

Buffalo 2—70 Niagara Street—CLeveland 8200 

Chicago 54—700 Merchandise Mart—WHitehall 4-4400 
Cincinnati 2—American Building—GArfield 2800 

Cleveland 15—1422 Euclid Avenue—CHerry 1-7256 

Detroit 26—548 Free Press Building—WOodward 1-2745 
Los Angeles 17—1709 West 8th Street-—DUnkirk 3-1177 
Philadelphia 7—1321 Arch Street—LOcust 7-4326 

Pittsburgh 19—411 Seventh Avenue—ATlantic 1-8220 

St. Louis 1—721 Olive Street-—CHestnut 7388 


(production ) 


Because of the great number of manufac- 
turers’ catalogs handled, Sweet’s can offer 
the economies of quantity production with 
no sacrifice of quality. 

Sweet's will take complete charge of the 
execution of orders for any or all of the 
following: drawings and photographs, en- 
gravings, type composition, electrotypes, 
printing and binding. 


(distribution) 


Sweet’s services are available for either of 
two types of catalog distribution—individ- 
ual or pre-filed— to selected organizations 
and individuals representing the bulk of 
buying power in the construction or manu- 
facturing fields. 

1. individual distribution — by purchase of 
accurate lists compiled by Sweet's or by us- 
ing Sweet’s mailing facilities. 

2. pre-filed distribution — by having your 
catalog filed permanently in bound and in- 
dexed collections of manufacturers’ cata- 
logs. This method has the advantage of 
keeping your catalog instantly accessible at 


FREE. This booklet describes all times in prospective buyers’ offices. 


how Sweet's services help man- 
ufacturers improve the effec- 
iveness of their log 
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top 


a monthly 





yo 


management 


forum 


Today's jobs for advertising: 


sell service, open new markets 


Why advertise when you have more business than you can handle, big backlogs, late 
deliveries? This question, asked in February, brought so many replies from top manage- 


ment, that they are continued here. 


The consensus: 


In spite of existing shortages, huge backlogs and slow deliveries, in- 


dustrial advertising’s jobs are selling service, opening new markets, introducing new 


products. Said one vice-president: 


*. . our advertising has lengthened its responsibilities 


as an integral part of the normal business cycle.” 





C. P. Doherty 
President 
& Genera 


@ 1952 May wIND uP with a very 
short second half, and I believe that 
anyone expecting to stay In business 
is going to have to do a terrific 
amount of advertising through the 
year to stay in the eyes of the buy- 
ers in 1953 and 1954 

I'm convinced 1953 is going to be 
the year everyone will have to get 
out and do their utmost to keep 
their factories open. 

I believe government spending will 
exhaust itself sometime during 1952, 
and as far as most machinery man- 
ufacturers and heavy industry man- 
ufacturers are concerned, the gravy 
train is already past 


Although we 


are still getting a terrific influx of 
orders, we do not feel they will stay 
at this peak for very long. 

We have practically doubled our 
advertising budget. 


Edward J. Hanley 


resident 


® OUR PRODUCTS various families 
of high-alloy steels and other spe- 
cial metals . . are perhaps more re- 
sponsive than most to shifts in the 
national economy toward increas- 
ing armament production, and to 
shortages of strategic alloys 

During most of last year, we 
found it essential to do “service” 
advertising on our principal prod- 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


uct lines: that is, distribute help- 
ful technical literature, films and 
other how-to-do-it information in 
order to assist the conservation and 
more efficient utilization of these 
critical metals. In other product 
categories which better 
supply, such as tool and die steels, 
for example, we were able to main- 
tain a consistent sales-promotional 
note throughout the year. 

The situation has not changed 
markedly as yet. Some of our 
products are tighter; some are eas- 
ing a bit in supply. We shall con- 
tinue to be opportunistic in attitude, 
and divert our advertising empha- 
sis from service to sales whenever 
it becomes desirable to do so. 


were in 


E. N. Gosselin 
President 

Graver Tank & 
Mfg. Co. 


East Chicago, Ind. 


® OUR BUSINESS CONCERNS steel and 
alloy fabrication wherever welding 
is the essential technique . . and 
bridges a very wide range of in- 
A majority of these in- 
dustries is engaged in essential pro- 
duction in furtherance of the wai 
effort. 

Their orders to us . . in the field 
of shop-built and site-erected tank- 
age, alloy vessels, weldments and 
regu- 


dustries. 


water-treating equipment . 





If it has metal in it, 


it’s made in a Metalworking plant 














biggest industrial market in the world 


If you sell to Metalworking 


your advertising belongs in 


STEEL © Penton Building ® Cleveland 13, Ohio 2 y A PENTON PUBLICATION 





MULLING “TAWes THE CAKE” 


Watcu the practised technique of a chemist’s mortar and 
pestle . . . the intensive rubbing, kneading and smearing action 
. and basically, that's MULLING. 





Foundrymen have long used the mulling principle, by preparing 
their sands in Simpson Mix-Mullers, built by our client, National 
Engineering Company. In 1940, the company decided to expand 
its sales activities into newer, untapped markets . . . and it 
became our job to sell this basic mulling idea to the chemical 
process and food industries. 


Sound industrial advertising during the past eleven years has done 
a remarkable job in selling the advantages of mulling to these 
new, broader markets. Today, Simpson Mix-Mullers are widely 
used to properly blend a long list of materials, from prepared cake 
mixes that give the housewife perfect cakes every time, on through 
the mulling of ceramic bodies, chemicals, crayons and crucibles. 


New markets or old, good industrial advertising will help you sell 
to them in greater quantity at lower cost. This kind of advertising 
is our business. Let us tell you how we may be able to help you. 


RUSSELL T. GRAY, INC. 


ae 
i] 


‘ 








205 West Wacker Drive, Chicago 6, Illinois 
Telephone CEntral 6-7750 


* 
ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 1917 





larly warrant government allocation 
of steel. In consequence, the flow 
of jobs through our plants is full 
and continuous, limited only by the 
capacity of the mills to produce 
steels and alloys in quantities suf- 
ficient to meet the requirements of 
the priorities granted. 

As current orders on our books 
are the result of strong past sales 
efforts, so we expect to maintain 
these efforts continuously during 
1952 in order to assure a sustained 
level of work for the future. 

In our advertising, to implement 
this continuously aggressive sales 
policy, we shall continue to call at- 
tention to our special skills and fa- 
cilities and to significant projects 
in which our fabrications play an 
important part. 


F. E. Schuchman 
President 
Homestead Valve 
Mfg. Co. 
Coraopolis, Pa. 


® WHEN THE wWorD “advertising” is 
mentioned, all of us naturally think 
of magazine, newspaper, radio, tele- 
vision and direct mail advertising, 
and our budget for advertising of 
this sort for 1952 will be comparable 
with 1951. 

But in these days of material 
shortages, just as in the days of 
World War II, another kind of ad- 
vertising has proved an_ infinite 
value to us and that is: advertising 
our policy to our suppliers and their 
salesmen, with the result that we 
have earned their good will and co- 
operation in helping us to meet 
whatever shortages occur, whether 
it be in the field of raw material, 
equipment, or services. 

Not only is the following state- 
ment of policy printed and posted 
throughout our offices and shops, 
but the time and comfort of all our 
visitors receive the first thought of 
all our executives, foremen and even 
workers. Consequently, we have 
many ambassadors among our sup- 
pliers and their salesmen, and 
through them, our needs are prac- 
tically always put high on their list 
of jobs to be done. Our policy: We 


will gladly consider the installation 
of any new machinery, equipment, 
or service which will pay for itself 
out of savings with one to two years. 
Facts about such new equipment or 
service, from salesmen or workers, 
are welcomed and appreciated. 


H. Y. Bassett 
Vice-President 
Wolverine Tube 
Div., 

Calumet & Hecla 
Consolidated 
Copper Co., Detroit 
®@ WITH OUR PRODUCTION curtailed 
by the shortage of base metals, and 
our distribution somewhat altered 
by government contracts, our ad- 
vertising has lengthened its respon- 
sibilities as an integral part of the 
normal business cycle. 

Today our advertising is reaching 
deeper into each of our normal mar- 
kets to dispense factual information 
on our operating activities under a 
defense economy. We are also cul- 
tivating fully the new markets ac- 
quired under that economy. 

With the acquisition of new mar- 
kets and the need for maintaining 
our normal markets, the acceptance 
of our company and our products 
depends greatly on a consistent and 
effective use of advertising. 


W. C. Denison 
President 
Denison 
Engineering C 
Columbus, O. 


r 


® CONTINUAL RESEARCH and develop- 
ment is an integral part of the busi- 
ness of manufacturing and mer- 
chandising hydraulic presses and 
control components such as we 
make. This results in new and im- 
proved products being added to our 
line continually. Bringing these 
new cost saving products to the at- 
tention of potential users is our ob- 
jective. 

We have for many years faced 
and worked out problems of “short- 
ages,” but we still feel the biggest 
shortage problem is in the realm 


of new ideas and men to make them 
work. 

Therefore, regardless of material 
shortages and a sizable backlog of 
unfilled orders, we will not change 
the intensity of our over-all adver- 
tising and sales promotion policy 


for 1952. 


Peter F. Hurst 


President 


® OUR SITUATION is unusual, and in 
many respects, contrary to the na- 
tional trend. The expansion of pro- 
duction facilities was carried out 
in accordance with schedules de- 
termined immediately after the out- 
break of war in Korea. Raw ma- 
terials have been obtained, and in- 
ventories of finished products have 
been built up in spite of record 
shipments which are leaving the 
plant at a rate three times higher 
than in 1950. 

With the business going through 
such an evolution, it is of necessity 
that we strengthen the company’s 
sales and promotional activities. 


ee: 


Guy S. Peppiatt 
President 
Federal-Mogul Corp 
Detroit 


® OUR ADVERTISING plans for 1952 
are generally in line with those of 
last year, since in our best judgment 
the need for the products of our 
particular business will continue at 
a high level. The sleeve-type bear- 
ings and bushings we produce have 
broad application in essential fields, 
whether civilian or military, and 
are readily adaptable to whatever 
transition may be required. 

Although material shortages make 
it difficult for us to pursue an ex- 
tensive, across-the-board campaign 
on all products, we are prepared to 
shift or expand the emphasis to meet 
conditions. 

Plans for the service market call 


continued on page 98 
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February volume rises 11%, 


CL dve rti &S 1 ng VO lume cumulative totals gain 11.4% 


i i @ FEBRUARY, 1952, advertising vol- 
1n business papers ume for 265 business papers rose 
11% over February, 1951, and 
carried 3,243 more pages for a total 
of 32,518. Volume for the first two 
months of 1952 is 11.4% above 1951 
. 63,695 pages compared to 57,199 
in 1951 

February volume /! page ve The 158 industrial publications are 
up 143°, or 2,521 pages for the 
page change ‘%o change month; 15.3%, or 5,254 pages for the 
: year. The seven product news pub- 
lications, figured on a _ one-ninth 
page unit, were up 7.8%, or 182 
units in February; 10.1%, or 454 

units for the year. 
r= : The 56 trade publications were 
— - ahead 3.7%, or 216 pages for the 
month, 2.99, or 334 pages for the 
Year to date volume 1 pag year. Class papers, 27 reporting, 
gained 9.6°% or 231 pages in Feb- 
poye change » change ruary; 6.4%, or 294 pages for the 
year. The 17 export publications 
rose 9%, or 93 pages for February; 
7%, or 160 pages for the first two 

4 months of 1952. 


Grand total 63,695 57,199 6.496 





Feb. pages Pages to date Feb. pages Pages to date 
group 1952 1951 1952 1951 Industrial group 1952 1951 1952 1951 


ndustnal 
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52 = 
PASSENGER TRAFFIC NUMBER 


..... improvements in railway passenger equipment, 
schedules, service and facilities. 


..... train routes and travel centers, points of public 
interest, vacation resorts. 


At the opening of the summer vacation and travel season 
RAILWAY AGE presents this [4th annual review of railway 
passenger services and traffic developments. This gives pas- 
senger traffic officers and interline ticket agents an oppor- 
tunity to study and review in advance passenger trends and 
improvements. 

The 1952 edition will contain: (I) improvements in railway 
passenger equipment, schedules, service and facilities; (2) 
train routes and travel centers, points of public interest, 
vacation resorts. Glancing at a copy of the ’51 edition, you 
will see that it is used with confidence by leading railroads 
to advertise their passenger services and equipment. 

The theme of this issue offers manufacturers an effective 
means for focusing attention on trains, equipment and prod- 
ucts that make modern passenger service possible. 


Remember = the final closing date is April 25th. 


Pages to date 
1952 1951 


604 $58 


Feb. pages 
1952 1951 


Feb. pages Pages to date 
1952 1951 1952 1951 Trade group 


ii 
i 


Industrial group 





Feb. pages Pages to date 
1952 1951 1952 1951 





Class group 


Feb. pages Pages to date 
1952 1951 1952 1951 





Feb. pages Pages to date 
1952 1951 1952 1951 


Exrort croup 
104 





Feb. pages Pages to date 
1952 1951 1952 1951 
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The best proof of how busy oil men really value an oil publication 
is the number of them who pay for and renew their subscriptions 
year after year... the ones who like it so well they “come back 
for more.” 


Last year 86.34% of the subscribers to The Oil and Gas Journal 
paid for and renewed their subscriptions, which is a most com- 
pelling way of saying that The Journal is the publication in which 
they concentrate their reading time. 


As an advertiser you are entitled to know the renewal percentage 
of any publication in which you contemplate the placing of adver- 
tising. But, more important, you are entitled to know whether its 
subscribers are the men who actually have the authority to buy the 
products and equipment you intend to advertise. 


To give you this information constantly and accurately, The Journal 
maintains a continuing industry census of our circulation. These 
findings (which you are welcome to check on request at no ex- 
pense to you) establish conclusively that the men who concentrate 
their reading in The Journal are the pivotal men in every division 
of the great oil industry ... those who actually buy or influence 
the buying of the equipment and services you have to sell. 


86.34% of renewed subscriptions by these all-important “right 
readers” is ample proof that it pays to do a dominant, impressive, 


CONCENTRATED job of advertising in the leading oil publication. 





CONCENTRATE TO DOMINATE...TAKE THE DIRECT ROUTE! 


“Follow The foomal,..and, You follow the, Ob Sn! 
pr OlL ano TAT 


5 OURN? 


211 SOUTH CHEYENNE TULSA, auias 
NEW YORK e PITTSBURGH e CHICAGO e LOS ANGELES @ HOUSTON e@ ENGLAND 





Nine ways to improve your direct mail 


By Howard G. Sawyer 


® REMEMBER this about direct mail: 
people don’t get as much mail as 
they think they do, and they pay 
more attention to it than they care 
to admit. Therefore, despite the ad- 
mittedly high percentage of waste, 
it is still a good, low-cost method of 
getting inquiries and subsequent or- 
ders. 

It is simply up to you to reduce 
the waste as much as possible. The 
following pointers can help you do 
the job. If you have slighted any 
of them in your use of direct mail, 
you have room for improvement 
in both efficiency and effectiveness. 

Some of these pointers will sound 
That is 


But, in the long run, you will 


Slike extra effort for you. 
right 
be getting the most results for the 


} amount of time you expend. 


Build a good list, a most 
important and difficult job 


Last Saturday I came into the 
office to pick up a piece of mail I 
expected. I went all through the 
bundle looking for my letter. And 
not only was there mail for my 
predecessor . . there was also a big 
percentage of the mail for people 
who hadn't been here for years. 
Not for 10, 12 years. People I had 
forgotten had ever been here. 

Mail for people no longer here 
doesn't help sell things to people 
who are still here. It gets thrown 
out, or irritates the people who do 
It wastes money for the peo- 
It makes them 


see it 
ple who send it out. 
look like dopes 
Building mailing lists and keep- 
ing them up to date is a nasty job 
requiring imagination and persever- 
ance. Keeping lists up to date takes 
routine plus more imagination and 


perseverance. But if you're willing 
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to spend money on creative work, 
production, paper and postage, you 
ought to be willing to spend time 
to keep from missing people or get- 
ting to be known as a dope. 

I'm not going to attempt to tell 
you how to do it. Every problem 
has to be solved in its own special 
way. All I want to tell you is that 
the job has to be done or you're 
handicapping your direct mail pro- 
gram 

You've got to make a project of 
it. But, make it your own project. 
Don’t leave it up to the salesmen. 
The names they know are mostly 
the people they get to see. One of 
the purposes of direct mail is to 
reach people your salesmen don't 
see, or don’t get to see enough. 

(If, as part of your list-building, 
you do enlist your salesmen’s help, 
don’t just ask them to provide you 
with a list of names they’d have 
to build from scratch; they won't. 
Be smart; send them a list you have 
compiled . . any list, good or bad. . 
tell them it’s a dandy list, and ask 
them to take just a moment to check 
it. You'll be surprised.) 

Don’t leave it up to the clerical 
help, either unless you've first 
set up the system and established 
it as a continuing project. 

Don’t keep putting the job off. A 
mailing list is never up-to-date. 
Try to keep as close behind its 
changes as you can. 

Don’t settle for the easiest way 
to get and keep a list. There is no 
easy way. The commercial list 
houses have some good lists. But, 
in selling to industry, you can af- 
ford to go further. Enlist the pub- 
lications’ help . . in cases where it 
is available. Or let them send out 
your mail if they won’t furnish you 
their lists. 


There are houses which specialize 
in special lists. If you want the 
names of all the one-legged post- 
men in the U.S., everybody 100 
years old, or purchasing agents with 
dyspepsia (and Ed Mayer tells of 
the corset maker who wanted, and 
got, the names of fat ladies whose 
husbands make $10,000 or more) . . 
we'll bet some house specializing 
in special lists can dig them up for 
you. 


Set up a direct mail time- 
Zz. table, and then stick to it 


You don’t have to send out di- 
rect mail on any certain day. You 
can easily put it off a day or a week. 
You have no closing dates to meet. 
The postoffice won’t wire you if 
your copy is late. Nobody will no- 
tice if you’re not there. Pretty soon 
you'll have no direct mail program. 
So set up your own timetable of 
closing dates and stick with that 
timetable. 

If regularity is a good thing for 
sales calls, for publication adver- 
tising, then it’s a good thing for 
direct mail. 

Hang a schedule on the wall 
where you can’t miss it. Let no 
day pass which is a due date for 
something without doing it. Direct 
mail that doesn’t get mailed sells 
nothing. 


Talk to your reader direct, 
3. you needn‘t be impersonal 


Direct mail gives you the oppor- 
tunity to set up a two-party com- 
munication at a cost much less than 
for the personal sales calls you can’t 
afford every day. 

Direct mail doesn’t need to be as 





A chemist yesterday, 
a top executive today 
.»-but always a Who’s Who 


on the buying 
and specifying team! 


Long before he reached his present executive rank, Dr. Wagner 
rated Who’s Who importance as a buyer. For buying in the 
Chemical & Process Industries means selection and specification 


of equipment, chemicals, raw materials and instruments. 
DR. CARY R. WAGNER ; 
Senior Vice President In specifying these products, Dr. Wagner functioned—and still 


General Aniline & Film Corporation ° . 
functions—as a member of a team of experts: officials, works 
Chemist, Works Executive, Research Director, ‘ : ‘ . 
Consultant, Company Official . . . are all executives, supervisors, engineers, research directors, chemists 
titles earned by Cary Wagner in 36 years. 
What's more, his work with the Bureau of and consultants, 


Soils, Standard Oil Company of Indiana, , 
lion Oil Refining Company, The Pure Oil As Dr. Wagner knows from his own progress through research 
p 

Company, and now GAF has taken him into ° Pa ° ° 

production, design, research, development and development to operations and administration, selling can- 
ee ee pied neni pnp not end with top management. There are many thousands of other 
through @ maze of titles and functions. chemists and engineers who have a vote in purchasing decisions. 
Dr. Wagner’s progress led to General Ani- 
line & Film Corporation in 1947, when he C&ENews alone combines intensive coverage of top management 


was appointed Vice President in Charge of i ‘ 
Research and Development. A year later he with the most extensive coverage of these other key team members. 


was put in charge of operations; and in Sep- 
tember, 1951, was named to his present 
position. 5 
Dr. Wagner has been active in the American It takes the BIG 72,000 coverage of C&ENews 
Chemical Society since 1917. One of the * 

charter members of the Division of Petroleum (every Monday) to BLANKET the chemical world. 
Chemistry, he was its secretary for many 
years. And he has always been a regular 
reader of C&ENews. 
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metalworking 
(6) (-\oa 
The lron Age 
No. 
among ai/ types 
of magazines ! 


In the survey made by 18 leading industrial companies among their 








customers and prospects, The IRON AGE topped all other magazines in 
votes from the metalworking industry. This survey—the most comprehen- 
sive industrial readership survey ever made—proves conclusively that The 
IRON AGE is preferred by more of the men who control or influence 
buying in the metalworking industry! 











TOTAL MENTIONS RECEIVED BY THE FIRST 13 
MAGAZINES OF ALL TYPES BASED ON RETURNS 
FROM THE METALWORKING INDUSTRY. 


(Standard Industrial Code groups #33 through #38).* 


Newsweek . 
Mill & Factory 
Collier’s 


American Machinist 


Factory Mgmt. & Maintenance 


*33 Primory Metal Industries; 34 Fabricated Metal Products; 35 Ma- 
chinery (Except Electrical); 36 Electrical Machinery and Equipment; 
37 Transportation Equipment; 38 Instruments, Photographic Equip- 
ment, Clocks 


WHY IS IRON AGE NO. 1?.. . Editorial im- 
pact earns and holds The IRON AGE’S top 
place in metalworking. Impact is the meas- 
ure of a magazine’s effect on its readers... 
not only how often they read it, how inten- 
sively they read it... but how completely 
they believe in it. Metalworking men, ad- 
ministrative and operating executives, have 
been reading The IRON AGE for almost 100 
years now .. . believing in it, running their 
plants by it, making decisions from it . . and 
buying out of its busy advertising pages. 








impersonal as a space ad. You can 
talk to one person at a time. You 
can put his own name on your com- 
murication. You can put your own 
name on your communication. No- 
body else, in effect, is being ad- 
dressed; your prospect is not one 
in a large undefined “audience,” he 
is a single individual participating 
in a two-party communication. 

Talk 
Be a personality. 


So take advantage of that. 
to him that way. 
Be human 
ad where you sign your message 


It’s not like a magazine 


with the company name, Inc. In 
direct mail, you can be yourself 
You don't have to be yourself. You 
can still be the company name, Inc 
But direct mail lets you be your- 
self, so why don’t you? 


Tailor your message, at 
4. least in part, to fit the list 


It costs a lot of production money 
to tailor your magazine advertis- 

ing for each branch of the market 

It’s good to prepare a special mes- 
} sage for each but sometimes expense 
? forbids 


Not so with direct mail. It costs 


* very little to vary at least part of 
Sthe market 
‘terms of your time and effort, yes 


Syour message for each branch of 
It costs something in 


but you want to do the best 
possible job, don't you? 


Always buy quality work 
5. and avoid cheap jobs 


Lots of companies who would in- 


Sist upon hiring the finest artist 
or photographer, buying the finest 
typography and plate work for their 
ads in Fortune, insist upon jobbing 
out their direct mail to printers and 
letter shops operating on a price 
basis 


They use Madison 
their magazine ads, little jerk out- 


Avenue for 


fits in the back woods for their di- 
rect mail. Some back woods out- 
fits do quality work. But the pur- 
pose of those advertisers, in going 
to the back woods, is not quality 
but price 

Often enough, they get price 
and it looks it. 

If you have any pride, insist upon 
being just as proud of your envel- 
ope stuffers as you are of your For- 


8 /in justrial Marketing 


A job can be inexpensive, 
rather than deluxe, but it should 
never be cheap 


tune ads 


When testing a mailing, 
6. change one thing at a time 


If you're after inquiries (and di- 
rect mail offers you a fine oppor- 
tunity for this, so usually you should 
be after inquiries), test out various 
methods in order to find the best. 

The direct mail authorities will 
give you certain rules of thumb . 

Late September up to Dec. 15 is 
the most productive period for direct 
mail. 

From the 10th to 25th is best 
within any month. 

First-class mail gets read first. 

A letter of transmittal helps get 
more returns from a piece of printed 
literature 

A poorly-matched fill-in is worse 
than none at all 

A second color pays off. 

Putting the respondent’s name on 
the reply card helps. 

A three-cent stamp usually does 
better than meter imprint. 

Putting a stamp on the reply card 
boosts returns ’way up. 

But your case may be different! 
So don’t trust too much on those 
generalizations. It costs so little 
to test direct mail, it’s a shame not 
to do it. Don't test just the me- 
chanical factors, but also the mes- 
sage, the way the message is pre- 
sented (copy), the nature of the 
enclosure, and the offer 

Test samples of a fairish propor- 
tion, even if you have to do the 
mechanical work by hand, yourself. 
Keep an accurate record of the re- 
sults. And remember this . . in 
testing, don’t alter more than one 
variable from one test to another. 


Use a name, a hook of some 
7. kind, to catch your reader 


You have a split second in which 
to win or lose. The critical moment 
in the career of a direct mail piece 
is the first impression. The respon- 
dent, or his secretary, takes only a 
split second to decide whether to 
heave it or hold it. The inclina- 
tion (the mail load being what it is) 


is to heave it 


What will hold it? His name. 
A hook, in the opening line of a 
letter, the cover page of a printed 
piece, or some gimmick attached to 
the mailing. Unique or impressive 
presentation unusual shape, dis- 
tinctive paper stock, attention-get- 
ting artwork. 

Whatever it is, you have only a 
split second. Don’t waste it, and 
mailing, with a long 
wind-up before the pitch. 


the entire 


Your message can be long, 
8. but get into it fast 


You're limited in a magazine ad 
by the mechanical restrictions of 
size, color, number of pages. Not 
so in direct mail. Cost is a factor, 
yes, just as in magazine advertis- 
ing, but you don’t have to follow 
standardized restrictions and it costs 
less to say much more. 

Your message can be as long as 
it is good. You can tell your story 
for as long as your prospect can be 
kept interested just as long, it 
often happens, as it takes him to be 
moved to act. 

The short copy adherents get no- 


Hundreds of 


cases can be cited to show that long 


where in direct mail. 
copy sells more goods than short. 


Don't be appalled at waste 
9. for 1% response is good 


Sure, we all heave out a lot of 
the direct mail we get, without look- 
ing at it. Much that our offices get 
goes immediately into the basket 

Don’t let your personal reaction 
to the direct mail you get discourage 
your ambitions for the direct mail 
you send. Your direct mail, too, 
will get the same rough treatment 
But .. 

Not always. You don’t expect 

If 20% gets 
makes an im- 


“always” 
through, and 10% 


anyway. 
pression, and 5%, or even 1%, 
makes a sale . . isn’t that good? 

It depends upon the unit sale, 
and your cost, to be sure, but you’ve 
got to keep in mind that direct mail 

. despite the enormous waste . . is 
still a low-cost way to get good in- 
quiries and orders. 

Remember, too 
get as much mail as they think they 
do . . and they pay more attention 
to it than they admit. 


people don’t 





now 
ready 


DAS 





isd i 4 


new study of the 
baking industry 





An analysis of the major operating groups, their buying 
practices, channels of distribution and methods of sell- 
ing. A guide for sales managers, advertising managers, 
agency account managers, copywriters, space buyers, 
market researchers and sales analysts, merchandising 
managers and product development managers. 


how it was made—what it covers 


‘‘Market Study of the baking industry” has been 
compiled from latest figures of the U.S. Census of 
Manufactures and Census of Business, including a 
special compilation made by the Census Bureau for 
BAKERS WEEKLY (Official Census Report ,Supplement 
I). It describes the size of the market and its organi- 
zation by types of producers and distributors—de- 
scribes its buying practices; tells how the industry 
has changed in recent years. It charts the various 
sizes and types of establishments; shows how 90.7% of 
the business is done by only 35% of the total number. 


This new study brings you information essential to the 
determination of sound sales and advertising procedures 
in this market. 








Bakers WEEKLY § 


Bakers Weekly 


The business magazi 
of the baking indust 


0® 





baking 
c 
Ndustry 


FREE—comprehensive new study to help 
manufacturers and agencies plan distribu- 
tion, sales and advertising to the concen- 
trated buying power in this 3% billion 
dollar industry. 





Pages like these chart and tabulate market data. 
TYPICAL CHAPTER HEADS-—The baking indus- 


try today * Organization of the industry 
* Bakers’ interests and needs « Evaluating 





ingredient sales potentials * Equipment 
bought by bakers + Advertising that can 
help manufacturers sell the baking 
industry. 


American Trade Publishing Co. 
45 West 45th Street, New York 36, New York 


Please send me my FREE copy of the handbook 
“Market Study of the baking industry.” 


NAME 
COMPANY POSITION 
STREET ania pitta RSC 


SO eee 
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sales promotion 


Tractors. . 


New showroom pushes 


comment on catalogs 


exhibits / motion pictures 





ideas 


booklets rs direct maii 


slide films / sales helps 





.. or trains? 


variety 


of lines for Pullman-Standard 


® Pullman-Standard Car Mfg. Co 
has opened a new industrial show- 
room on Chicago’s swank Michigan 
Ave., exhibiting what is believed to 
be the largest piece of industrial 
equipment ever given showroom 
display on that famous thorough- 
fone 

The giant-sized equipment is the 
12-yard Pullman-Standard scrape 
used in earth moving operations 
along with its motive power, an 
International-Harvester diesel trac- 
tor equipped with a Pullman-Stand- 
ard bulldozer. The combined weight 
of the assembled machines is 77,000 
pounds and the over-all length is 
54 feet 

The exhibit is one of many to be 
found in Pullman-Standard’s giant 
showcase designed to acquaint in- 
dustrial customers and the public 


with the scope of the company and 


60 / Indust IM 


its subsidiaries. The latter include 
the M. W. Kellogg Co., designer and 
builder of petroleum refining and 
chemical processing plants; and 
Trailmobile, second largest maker 
of highway truck trailers 

3,600 


square foot showroom space feature 


The exhibits filling the 
push button operations, scale and 
full-size models, cutaways, and il- 
luminated photographs and art work 
in a graphic portrayal of the ac- 
tivities of Pullman-Standard and 
its subsidiaries 

Along the west wall of the ex- 
hibit is the Pullman-Standard cen- 
tral theme unit highlighted by scale 
models of the PS-1 “package” box 
ar and the latest model dome pas- 
senger car. Also shown here are 
the locations and products of the 
company’s plants. Aligned against 


the south wall are panel exhibits of 


Kellogg and Trailmobile products 
and operations. A featured exhibit 
is a scale model of a Trailmobile 
tandem axle for truck trailers. 

Scattered about are eight dis- 
play stations illustrating Pullman- 
Standard freight and passenger cars, 
railroad ballasters, transit 
equipment, military products, build- 
ing material, research and develop- 
ment, and the new fluoro-carbon 
type of industrial thermo plastic 
called Kellogg’s Kel-F. 

The brightly lighted showroom, 
located on the ground floor of the 
Pullman-Standard Building, in- 
cludes floor-to-ceiling windows that 
are a distinct aid to attention and 


power 


visibility. 


Mammoth Goodrich exhibit 
puts two-way squeeze on buyer 


A massive new exhibit, aimed at 
selling the public on new uses of 
rubber will be opened next spring 
by B. F. Goodrich Co., Akron, at the 
Museum of Science & Industry. 

The exhibit is thus aimed at put- 





acer 


.. for the selling 
years ahead 7 



















































































Then the time to do something about it is now 





The people we can sell today must be our primary concern... 
but we can never take the markets of tomorrow for granted. 
That’s why many companies are finding that, even though their 
present selling efforts must be restricted, this is an excellent 


time to do some exploratory digging into new markets. The possi- 
65,500 
COPIES 
(total 
distribution) 


bilities uncovered now will bear fruit in the selling years to come. 
New Equipment Digest is an ideal advertising medium for this 
kind of searching job. Its high readership among 200,000 
200,000 executives in all types of industry ... and its responsive audience 


READERS ... help you to find out where your best market opportunities are. 


in 42,024 
PLANTS 


A PENTON PUBLICATION | 
1213 West Third Street 
Cleveland 13, Ohio | } f/ _ SAPP 
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CHEMICAL PROCESSING 
gives more hand-picked, 
undiluted circulation 
in chemical processing plants 


than any other magazing 


-Meet 
Mr. H. H. SHERWOOD 


President 
Sherwood Refining Company, Inc 


Gretna, Louisiana 


Si. 
- MICAL PROCESSING helps us in our work, particu- 


larly in locating sources of supply. 


“Ot all the business publications I read relative to manufacturing 


problems, | like CHEMICAL PROCESSING best.” 


H. H. SHERWOOD 
President 
Sherwood Refining Company, Inc 


Gretna, Louisiana 


Published by PUTMAN PUBLISHING CO. 

111 East Delaware Place, Chicago 11 

Creators of PUTMAN-STYLE Magazines 

Read by the key men who . terse, vital editorial; “hand-picked” cir- 
direct chemi cass : culation; square, high-visibility format; quolity 
asrect chemical processing operations readership; hence more READER ACTION 





FOOD PROCESSING 
gives more hand-picked, 
undiluted circulation 
in food plants 
than any other magazine 


Meet 
Dr. F. N. PETERS 


Vice President (Che mical Re search ) 
The Quaker Oats Company 


Chicago, Illinois 


<4 I 
spend up to an hour going through each issue of 
FOOD PROCESSING. 
“Sometimes I make a note on the cover, calling the attention 
of a particular research man to an article on page so-and-so. At 
other times I use the Readers’ Service Slip, requesting that litera 
ture on several subjects be sent to me.”’ 


ae 
; aS en oe 
, 
DR. F. N. PETERS 
Vice President (Chemical Research) 


The Quaker Oats Company 
Chicago, Illinois 


Published by PUTMAN PUBLISHING CO. 
111 East Delaware Place, Chicago 11 
Creators of PUTMAN-STYLE Magazines 
« «terse, vital editorial; “hand-picked” cir- 
culation; square, high-visibility format; quality 


readership; hence more READER ACTION Published in Chicago FOOD CAPITAL OF THE WORLD 
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Read by the key men who 
direct food processing operations 
§ 








Sales promotion ideas 





ting a two-way squeeze on the com- 
pany’s customers and potential cus- 
tomers by building public and in- 
dustry demand for new products 
made of rubber. 

One display in the exhibit, which 
will occupy 8,280 square feet of floor 
space, will permit visitors to push a 
button and see a car lifted off the 
ground by a two-inch thick piece of 
rubber cemented to a steel hoist by 
a special process. 

The elasticity of surgeon’s gloves 
will be demonstrated by a test that 
glove from 


includes stretching a 


normal hand size to five feet in 
length and _ inflating it up to 30 
inches in diameter. Another display 
will be a model plane with a 21-foot 
wingspread that will simulate flying 
under severe “icing-up” weather 
conditions. Wing edges are equipped 
with a pulsating rubber de-icing 
boot that dislodges ice 

Visitors will push a button to op- 
60-foot 


which will drop a kn 


erate a high “guillotine” 
e on a punc- 
ture-sealing, tubeless tire. 

A 58-foot 


rubber will provide transportation 


moving sidewalk of 


through part of the exhibit, which 
is expected to draw 2,000,000 visitors 


a yeal 


Broadside helps machinery 
dealers in tie-in promotion 


piece brought out by 
al romotion department of 
‘Chalmers Mfg. Co., Milwau- 
eful example of the 


1 
Sales 


values attainable when 
motion departments work 
closely and harmoniously 
wo-fold 17x22 inch broad- 


Allis- 


, , 
sales department 


side is being used by the 
Chalmers dealer 
to urge its general machinery deal- 
to tie in with the company’s 
modernization and_ increased-pro- 
duction campaign being pushed cur- 
rently in business papers 

Too often sales and promotion 
work together to represent the em- 
ployer in a way that can only be 
described as “in general.” The 
Allis-Chalmers mailing piece is a 


fine example of shared talents in a 





you're liable to spill the 
load, suffer injury and dom 
oge the truck 


A 


AVOID SUDDEN STOPS 


/ 


4 i \ 








DON'T HAUL UNAUTHORIZED RIDERS 
picking up hitch-hikers 
is dangerous, even with 

fork trucks. 








pinpointed application. Sales set a 
goal and a market and asked for 
help in getting the needed dealer 
support. Promotion came through 
with a device that practically does 
all printed advertising for the deal- 
ers. 

The broadside showed dealers 
how to tie-in with the national pro- 
gram with no more equipment than 
Step 1 of- 


of free cuts and 


a paste pot and shears 
fered a_ series 
showed them reproduced in actual 
size. Step 2 was a series of sug- 
Step 3 
included additional copy hints and 


gested headlines and copy 


an offering of Allis-Chalmers trade- 
mark cuts, again reproduced in ac- 
tual size. Step 4 showed some sam- 
ple layouts using the elements con- 
tained in steps 1, 2, and 3, and sug- 
gested their use in publication ads 
direct mail, blotters and _ other 
media 
“clincher” was the reminder that 


sales promotion Is necessary even 


A PASTE POT AND SHEARS 
ARE ALL YOU WEED 
WERE'S WHAT YOU DO 


1. ,--*% 


NOU) Can Tin with this Campaign/ 


in our present defense economy be- 
cause buyer-seller relationships are 
disturbed, new companies enter the 
field, new men take jobs in industry, 
and men in plants take new jobs 
and responsibilities. 

The basic business philosophy 
motivating the present Allis-Chal- 
mers modernization and increased- 
production 
ment’s conviction that anything that 


promotion is manage- 
helps sell modernization will help 
Allis-Chalmers in the long run be- 
cause of the company’s wide range 
of industrial equipment. 
Special typewriter key 
promotes Upson in sales letters 
Let your secretary help with sales 
promotion seems to be the idea with 
the Upson Co., Lockport, N.Y., mak- 
The com- 


pany has equipped office typewriters 


er of building products. 
with a key face reproducing the 
company’s trademark in miniature. 

The identifications are used at the 
start of each paragraph in outgoing 
letters, and are serving as eye ar- 
resters with a carry-over of trade- 


mark recognition 
Caterpillar tries cartoons 
to catch operators’ attention 


The cartoon technique is used by 
Caterpillar Tractor Co., Peoria, IIl., 
to help operators of their equip- 
ment keep it going at peak efficiency 
and reduce “down time” traceable 
to faulty maintenance. 

A new four-color booklet issued 
by Caterpillar deals with such prob- 
lubricating, air 


lems as_ cooling, 


intake and exhaust and fuel sup- 














A Whale of a Difference 


There’s a far cry between the methods used to secure whale oil and 
the production of specialized lubricants demanded by industry today. 

And, indispensable as these lubricants are to production and trans- 
port, they —like all major products — must be sold. That is why so many 


These Leading Producers of Industrial 
Lubricants Advertise in Business Week 
to Reach their Major Sales Markets. 


leaders in the industrial lubricant field rely heavily on the pages of 
Business Week. 

REASON: Business Week is read by a highly concentrated audience 
of Management-Men .. . executives who make or influence buying 
decisions. These are the men who specify and approve purchases of 
products and services used by business and industry. 

RESULT: Business Week regularly carries more pages of industrial 
lubricant advertising than any other general business or news mag- 
azine. It applies today as yesterday — 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 18, N.Y. 


F. E. Anderson Oil Co. 

Cities Service Oil Co. 

Electrofilm Corp. 

Ethyl Corp. 

Gulf Oil Corp. 

Lion Oil Co. 

Phillips Petroleum Co. 

Sinclair Oil Corp. 

Socony-Vacuum Oil Co., Inc. 

Stewart-Warner Corp. 
(Alemite Div.) 

Sun Oil Co. 

Sunray Oil Corp. 

Texas Co. 

Union Oil Co. of California 


A McGRAW-HILL PUBLICATION 





A TYPE FACE FOR EVERYBOD) Oo 


Bodoni : the Favorite type 


ob A SERIES spes shown are This fine face reflects the brightness and artistic taste of its 


lode 
Hasek 


Hevebeoms 


native Italy; adaptability to modern usage maintains its 
universal favor. Type beauty begins in the heart and hand of 
the designer, but it is the expert type founder who pro- 
vides attractive make-up touches tocomplement that beauty. 
Seven Bodonis and 243 other faces share the beauty treat- 
ments obtainable only in ATE’s exacting foundry casting. 
ATE type stands on its feet, fits properly, assures uniform 
height, minimizes make-ready costs, and prints sharp and 


clean throughout long runs. There’s a type face for every- 


body, and ATF Bodoni is for you. Print foundry type! 


Prunches in Principat Ces \ ONE) Ameriean Type Founders 


200 Elmora Avenue, Elizabeth B, New Jersey 





employe communications 


public relations 


Dress Rehearsal . . Guides were 


1refully for neat appearance in 


by Robert Newcomb 


and Marg Sammons 


Thilmany open house 


painstaking rehearsals to 


Detailed advance planning 


puts over Thilmany open house 


® IT IS NOT OFTEN that a plant open 
house results from a mandate of the 
people. When it does, it behooves 
the plant management to make the 
affair a good one. 

For a specialty paper manufactur- 
er in Wisconsin, whose open house 
has just been mirrored in booklet 
form, the inspiration was strong and 
the follow-through was laudable. 
What makes the open house pro- 
gram of Thilmany Pulp & Paper Co., 
Kaukauna, Wis., interesting to many 
is that it was built from a produc- 
tion sheet. It was an engineered 
job, with nothing left to chance. 

What brought the Thilmany open 
house about was Question 13 and 
Question 20 in an attitude survey 
of Kaukauna townspeople conducted 


This was a sur- 
in which the town’s leading 


about a year ago. 
vey 
manufacturer earnestly sought to 
learn where he stood with his neigh- 
bors. He found he stood pretty 
well, and in the course of his prob- 
ing, he asked Question 13: Are you 
interested in knowing more about 
social activities at Thilmany (54% 
said yes); changes in buildings and 
machines (51% said yes); products 
at Thilmany and how they are man- 
ufactured (63% yes). 
These replies were crystallized in 
the response to Question 20, which 
was: “Would you like to visit the 
mill with a group?” To which 65% 
said yes. 

Public relations and _ personnel 
managers were appointed some four 


answered 


Industry’s relations with 
Employes/ Stockholders 
Distributors/ Suppliers 


Neighbors 











months in advance of the affair to 
get everything blocked out. One 
of the first steps was the prepara- 
tion of an actual production sheet, 
listing due dates. Assignments were 
made in memo form to employes, 
listing the suggestions and date the 
job was to be completed. 

Because house planning 
often bogs down through the failure 
of the planners to think of every 
job that must be done, it seems 
worth the space to list the headings 
on the Thilmany production sheet: 
“Thileo News” articles, news re- 
leases, newspaper advertisements, 
invitations (printing and mailing), 


open 


employe visit schedule, special 
group invitations, 


preparation-printing, display design, 


booklet design, 
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We don’t know what's under the wraps. 
But we do know this: it’s a product of 
design engineering . . . that it’s only one 
of the hundreds of classified products cur- 
rently absorbing the major bulk of an 
unprecedented output of parts, materials 
and finishes. We know too, that the men 
responsible for products such as this read 
MACHINE DESIGN ... the only publica- 
tion edited and written exclusively by 
Design Engineers for Design Engineers. 


Things happen when they see it in 


MACHINE DESIGN 


Some of the parts, materials and finishes 


used in large volume in defense products: 


Coil Springs 
Electric Controls 
Servo Mechanisms 
Rectifiers 

Timers 

Screws 

Nuts 

Relays 

Carbon Parts 
Ceramic Parts 
Lacquer Finishes 
Aluminum Die Castings 
Electronic Tubes 
Snap Switches 
Resistors 


Fastenings 








A Penton Publication, Penton Building 
Cleveland 13, Ohio 


The book 70,000 design engineers 
constantly read for new ideas and 
new advantages for their products... 
the only publication that reaches 


the design function wherever it exists. 





installation of various features, sign 
information, route selection, mark- 
ing of route, insurance investigation, 
refreshments, personnel  assign- 
ments, bus arrangements, schedul- 
ing, tent telephone, registration 
blanks, first aid, auto call, tent rental 
and set-up, photography, executives’ 
schedules, housecleaning, rest rooms, 
guide list, paper run, sheeting and 
wrapping, order movie print, check 
equipment, guide buttons, test group 
tour and police arrangements 

This listing probably defies the 
best challenges of open house ex- 
perts, since everything under the 
Actually 


were 


sun appears to be on it 
many of the arrangements 


completed earlier than scheduled 


and so did not follow any listed 
order 

Some of the 
open house may 


highlights of the 
Thilmany 
useful to those who, in the next 


prove 
month or two, will start making 
plans for summer and early fall 
open houses in their own plants 
The sponsors nicked their shins a 
couple of times, but in general they 
handled the shows ideally. For ex- 
ample, a printed invitation mailing 
didn't pull the results that were ex- 
pected, so in subsequent newspaper 
publicity, it was announced that 
reservations could be made by tele- 
phone, and this was the way two- 
thirds of those who came preferred 
to accept 

The tour was to extend over a 
three-week period, so that all shift- 
working employes could attend 
This put a heavy strain on the spon- 
sors, but the responsibility was 
spread both thin and evenly, so no 
one suffered 

Thilmany broke its displays into 
three types products, operations, 
and the economic facts about the 
company. The product display was 
housed in the registration tent so 
visitors had an early glimpse of it; 
the economic display featured facts 
on income, raw materials, ete., and 
for it, charts were used from a 
series of foremen educational pro- 
grams, presented by the foremen 
themselves 

Suggestions for signs in the mill 
came from supervisors, who listed 
the equipment they felt ought to be 
described on These 
worded for simplicity, with reference 


signs. were 


to function and cost. The signs 


68 /in dustrial Marketi 


Industrial editors: here’s 
a tip from the consumer side 


® ONE OF THE OLDEST of the sales 
commandments can be boiled down 
to this: Get the employes to speak 
well of the product. 

Before an employe can speak well 
of it, he must know about it, be- 
come interested in it and then ex- 
cited about it. It’s an easier job 
to do, granted, when your employes 
are turning out a consumer prod- 
uct. But the publicist for a drill 
press can give it warmth and mean- 
ing if he wants to, and if he tries. 

Jack Barnes, recently boosted in- 
to the position as manager of em- 
ploye communications at Lever 
Brothers Co., New York, wants to, 
and he tries. Before a new Lever 


proved particularly useful in those 
areas where mill noises made it im- 
possible for visitors to hear. 

The tour route was laid out to 
follow the manufacturing operations. 
(This may appear to be the only 
sensible way to do it, but it’s a 
physical impossibility in a lot of 
plants). At Thilmany, guests started 
at the point where the raw mate- 
rials enter the mill and were guided 
through to the finished 

Hazards either 
avoided or very clearly indicated. 
The route itself was marked with 
colored plastic tape, on floors and 


straight 


products were 


Company executives 


rotated in their appearances at the 


equipment 


registration tent, where they de- 
livered short, informal talks of wel- 


product hits the market, Mr. Barnes 
is tickling the employe readers of 
“Lever Standard,” which he edits 
as part of his public relations chore. 
Employes of Lever some time ago 
found a reply card in their copy 
of the employe publication; when 
they filled it out and dropped it in 
the company mail, a Lever home 
permanent kit was mailed to them. 
Later on employes found tucked in 
magazines sachets of new 
They discerned that per- 
fume was sometimes sprayed on 
pages. They kept getting the idea 
that Lever was in business. 

When Lever’s new chlorophyll 
toothpaste was launched, employes 
had a letter from the division's pres- 
ident, and a sample of the dentifrice 
along with it. A copy of “Lever 
Standard” has the strong flavor of 
piece, but Barnes 


their 
powder. 


a_ promotional 
wants his employe readers to be 
strong for Lever, and that is his 
effective way of doing it. At least 
it’s one effective way; he drills home 
the product story to employes in a 
variety of other ways. 

Mr. Barnes from Ford, 
where he superintended for the mo- 
tor company an employe publication 
network of 16 employe journals, in 
handling other com- 
He was 


came 


addition to 
munity relations activities. 
formerly public relations manager 
of Pan American Airways and for 
six years was a reporter on the 
Wall Street Journal. 


come. A_ subsequent mill movie 
told the story of the company, so 
executive comments were brief and 
to the point. 

Relations with the press 
sensibly handled. A preview tour 
was scheduled, and reporters were 
given an opportunity to ask what- 
ever questions they wanted. The 
advance publicity on the event 
throughout the area was heavy and 
favorable, not only because the 
company is well regarded in the 
section, but because the arrangers, 
through Admanager Norman Zanzig, 
ran their end of it quietly and ef- 
ficiently. 

Naturally the company’s magazine 


. “Thileo News” 


were 


for employes 
built 


up employe interest in the 


n page 
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This shingled cottage of the Repauno Works 
at Gibbstown, N. J. housed some of the 
earliest laboratory research for DuPont. 


See what a change 72 years have brought! Here, in Wilmington, 


Delaware, only a stone’s throw from their first powder mill, 


the DuPont Company has built one of America’s largest research 
laboratories, recently expanded by a $30,000,000 construction program. 


What’s got into the LABORATORY? 


out such equipment, research along many lines 
would be impossible.” 


The modern equipment that got into these DuPont 
laboratories includes ultracentrifuges, infrared and 
ultraviolet spectrometers, x-ray diffraction appa- 
ratus, ultrasonic generators, electron microscopes, 
molecular stills...the very latest in functional furni- 
ture, scientific glassware and laboratory apparatus. 


These things are big business in today’s Chemical 
and Process Industries. For, as DuPont stated in 
announcing their new facilities, “Chemical re- 
search has long since been graduated from rule-of- 
thumb experiments with simple beakers in the in- 
ventor’s kitchen or attic. Today, elaborate facilities 
with costly, complex equipment are essential. With- 


Contributing to and keeping pace with these 
great industrial advances, ANALYTICAL 
CHEMISTRY is in the laboratory in a big way! 
Professional chemists, engineers and scientists 
look to ANALYTICAL CHEMISTRY for the 
workmaterial and product information that will 
help them to broaden the horizons of the chem- 
ical world .. . to purchase and specify the instru- 
ments, apparatus, equipment and chemicals they 
need. That’s why ANALYTICAL CHEMISTRY 
gets your sales story to these hard-to-reach men 
like nothing else can. 


ANALYTICAL 
CHEMISTRY 


The W orkmagazine for Instrumentation, Control and Analysis 


(at) 
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Take a Sales Tip from these Men of Decision.. 


“The most valuable salesman (like the 
most valuable purchasing agent) is the one 
who regards his job as finished only when 
the order has been satisfactorily closed 
out. Without being classed as a ‘customer's 
man, he does his best to make sure that 
the customer gets the material and service 


he is buying. Further, he continually 


“Because of present difficulties of supply, 
we purchasing agents must see to it that 
our swivel chairs are in good working 
order to face any emergency. Frequently 
we have to obtain alternate materials to 
maintain efficient plant operations, due to 
suppliers’ inability to deliver exactly what 
we want when we want it. It is imperative 
today for salesmen to know not only their 


probes his customer's requirements to de 
own product, but our products and our 
customers’ problems — and, occasionally, 
where to find substitutes when the chips 
ire down,” says Lee Muth, Purchasing 
Agent, Harrisburg Steel Corporation, 
Harrisburg, Pa. 


termine What additional services can be 
offered to improve performance and re 
duce costs,” savs K. R. Geist, Director of 
Purchases, Allis-Chalmers Manufacturing 
Company, Milwaukee, Wis 


“Perhaps the old expression, “To sell is to 
serve, best describes the characteristics 
that make one salesman stand out above 
his brothers and competitors. The suc- 
cessful salesman studies your needs, and 
then goes about supplying them. He 
doesn’t feel that his responsibility is over 
when he gets the order; instead, it has just 
begun. He follows through to see that the 
merchandise arrives in time and that it is 
satisfactory. Salesmen like this are always 
welcome,” says S. Siegel, Vice President 
in Charge of Purchasing, Hudson Pulp & 
Paper Corporation, New York, N. Y. 


P.A.’s need reliable sources of supply... 
and 38,500 use PURCHASING for source information 


To get asteady flow of goods out of a plant, there must be a steady flow of 


materials into the plant. It is up to the PA. to establish reliable sources of 

supply to make sure no department is hindered for lack of materials. 
Po do this important job, the PA. needs buying facts, and plenty of them. 

That's why it ts sound policy for the sales manager to make sure his pro- 


gram gives the PA. this basic information two ways: through his salesmen 


v 4 
and through his advertising. 

lo make sure this advertising hits home, tell your story in the PA.’s own 
magazine, Purcuasinc. Filled with material unavailable elsewhere, this 
publication is read by 38,500 PA.’s and is a basic 
schedule! 
Purcuastine, 205 Fast 42nd Street, New York 17, 
N. 4 Cleveland, Dallas, Los 


Anveles, Atlanta. 


magazine on any industrial advertising 


Offices in Chicago, 


When you think of 
selling...think of 
PURCHASING 





copy chasers 


Ads with high Starch scores 


stay high when repeated 


® ONE OF THE things a copy re- 
search guy has to guard against is 
the temptation to try to prove his 
own private prejudices. 

You've got to go into research 
with an open mind or you're licked. 
Either you buy what you find out, 
or you don’t . . but you can’t either 
try to weasel the results to justify 
your theories or get sore if some- 
thing comes up that doesn’t square 
with some pet notion. 

That’s why it may be a mistake 
for a creative guy to count noses. 
He’s built himself some tracks and 
when his train doesn’t arrive where 
he aimed it, he’s likely to discredit 
the whole thing and blame some- 





A Guide to Starch Scoring. . 


Noted . . denotes the percentage of readers 
they re 


who, when interviewed, said 


membered having seen ad . . whether 
not they associated the ad with the name 
{ the product or advertiser 
Seen-Associated . . denotes the per cent of 
readers who said they remembered seeing 
the ad « 
t the product 


id associated it with the name 


or advertiser 


Read Most. . cer 
ers who re 509 I re of the copy 
Cost Ratio . . tells the relationship between 


idred readers (who ‘noted 


the cost per 
for example) for a specific ind the « 
responding median average 
the ads in the same issue 
cost ratio of 175, for example, would mean 
that the ad “stopped” 75% more readers 
per dollar than par for the issue, par 
being 100 and representing the median 
average 


above average 


age 


one for switching signals on him. 

Well, we're creative writers, but 
we're still mighty interested in the 
science of the business. 

And a lot of the things that come 
up in Starch reports make so little 
sense that we're inclined to say pooh 
to Starch and be stubborn about it. 
But to be real honest about it, we've 
got to admit we're puzzled. 

How about you? 

What do you think about the ads 
that during 1951 Starch indicates 
were the best of the bunch, on a 
cost basis, in the magazines . . Fac- 
tory, Machinery and Power . . that 
Starch studies? 


FACTORY 

JANUARY: Best “seen-associated” 
and best “read most,’ a Standard 
Conveyor two-thirds page ad back 
on page 210. 

Headline: “Start with any of 
these FOUR WAYS to cut your 
handling costs.” Layout: picture- 
caption, one big photo (a big room 
with an overhead roller conveyor) 
and three small ones (each illus- 
trating a different system). Copy: 
all captions. 

Theoretical virtues: Good specific 
headline, defining area of discussion, 
and promising practical suggestions. 
Excellent layout, in a format that is 
Brief 


specific, 


supposed to be successful. 
descriptive copy, highly 
none of the generalities that mar so 
much industrial copy. 

Theoretical faults: “FOUR 
WAYS” on an angle. Headline too 
long. Our comment: Excellent ad. 

FEBRUARY: best seen-associated 
for Veeder-Root, a black-and-white 
7x10 on page 11. 


Ne 


as inserted 





Headline: “Make containers count 
(and everything else, too).” Lay- 
out: mostly illustrative, a winding 
row of bottles and close-up of a 
V-R counter. 

Theoretical virtues: 
illustration to text. 
faults: Illustration too 
(how many readers use bottles?), 
but the “And everything else” may 
offset that handicap. Headline 
doesn't mean anything when you 
really examine it. Text is set in 
two blocks of sans serif type (sup- 
posedly bad for readership) with 
no paragraph separations or inden- 
tations. 

Our comment: 
tor of rememberability . . 
to see . . and distinctive enough to 
be quickly recalled. 

FEBRUARY: Best read most is a 
Goodrich black-and-white 7x10 ad 
on page 6. 

Headline: “Why Grommet V 
Belts last 20 to 50% longer.” Lay- 
out: big application photo of in- 
stallation, characteristic of Good- 
rich. Three-column text set-up. 

Theoretical virtues: Excellent 
headline. Easy-reading, narrative- 
style copy. Paragraph lead-ins 
punched up in italics. Theoretical 
faults: B. F. Goodrich in big letters 
across top of ad. 

Our comment: A pip of an ad. 
That B. F. Goodrich across the top 
got a seen of 24. The illustration 
was 31. The headline 27. This led 
to a 13 read most, which is fine for 
such long copy. 

MARCH: Best seen-associated 
again a Goodrich black-and-white 
7x10 on page 1. 

Headline: “Five Grommet V 
Belts doing the work of 8.” Same 
layout as above. Theoretical vir- 
tues: Same as above. Theoretical 
faults: Same as above. 

Our comment: The location on 
page 1 undoubtedly helps. We think 


High ratio of 
Theoretical 


restrictive 


Ad has high fac- 


it’s easy 
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ur records Sm. show Textile Industries 


Tok AMERICAN MONORAIL Comp. 
MATERIAL MANDIANG HQUIPMENT 


OLEVELAND 7, O10 


January 9, 1952 


Mr. Richard P. Smith, V 
Textile Industries, 
805 Peachtree St 

Atlanta 5, Georgia 


Dear Mr, Smith: 


In our advertising to textile mills we make 
no intensive effort to pull inquiries. It has therefore 
always been interesting to us to find that our records 
show “Textile Industries” out-pulling all other papers 
in the field by nearly two to one. 


This is not only true in quantity but parti- 
cularly in the number of requests from mills that can 
use our equipment to good advantage. 


Ne believe that such reader interest is a 
direct result of the intensive treatment your editors 
give to every phase of the textile industry. 


jery truly yours, 


The AMERICAN MO 
va A 


~~, 2», FABIA » 
— Eu. rf, Doergér; 


_ RESULTS ore what count / 























out-pulling all other papers 
in the field by nearly two to one.” 


You who supply the heavy-buying tex- 
tile industry can capitalize on American 
MonoRail’s experience. Opportunity for 


increasing your sales in 1952 is excellent. 


WE GET quite a few letters like Mr. Doerger’s. 


It makes us feel good because T.I. does work 
awfully hard at building industry-wide reader 
interest. 


Take last year. TEXTILE INDUSTRIES gave its 
readers 813 articles—in 15 separate classifica- 


tions—on mill management and production. 


Mill men and technicians themselves actually 
wrote or through interviews were responsible for 
every feature article appearing in the magazine. 
Men like A. Durfee Damon of Lockwood-Dutch- 
ess; Clark Thread’s John Duerst; Lanier Allison 
of Goldtex; and from out in Texas, Ely & 
Walker’s Tom S. Harris, 


Don’t you agree that a publication that reflects 
the mill man’s viewpoint so directly is likely to 


Textile Industries 


$06 Peachtree St., N.E., Atlanta 5, Ga, 


get higher readership . . . inspire more confidence 


and produce more sales? 
American MonoRail’s tab on inquiries is pretty 


good evidence of this. Two to one for T.1. 


Big expenditures are allocated 


For new mill construction in three states alone, 
five of the country’s larger textile concerns have 
already appropriated $178.000,000. And this is 
typical of the optimism and aggressiveness with 
which hundreds of other operators have entered 


the current expansion period, 


The men who read T.I, will buy millions of 
dollars worth of textile machinery this year... 
equipment like American MonoRail’s cleaning 
and handling devices; products like yours and 
your competitor's. 

Schedule regular space in TEXTILE INDUSTRIES 
throughout 1952 and get your fair share of this 


business. 


The magazine which is most useful to the men 
in the mills will be most useful to you. 


Textile 


Industries 


Member: ABC - NBP 
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ER . . or from some previous appear- 
~~ BFE.Goodrich ance? 


- Either that or some people are 
Make Containers Count igen 
re-reading it, or by now, most of 


i ij { Tt | } { bi iil the readers have read the ad. (17 

F ; plus 17 plus 12 plus 21 amounts to 

{ (and everything else, too) = 67 . . two-thirds of the readers of 

i] ePeeee ta og es es! fy Factory, if you will permit this ex- 

tension from the sample, have read 
most of this ad.) 

JUNE: Best seen-associated and 
Why grommet V belts best read most for a Mobilift two- 
last 20 to 50% longer thirds page ad on page 180. 

Headline: “The new Mobilift 
Tier-Master lifts 117” floor-to-forks 
cao pal .. yet with only 72” overall height.” 
BESsodsich Layout: really buckeye . . dozens 


Bemete rom muses 











of elements squeezed in with no 
THE NEW f element jueeze t 


MOBILIFT sense of order. Copy is all cut up 


in little hunks, all catalogish. 
eel Theoretical virtues: Word “new” 
yn aa in headline. A very specific state- 


when you buy 


ELWELL- | e ‘ ment in display that means some- 


PARKERS 30 4 seme benes thing to anyone interested. 
r Theoretical faults: A_ perfectly 
frightful layout, absolutely repel- 
lent. The headline is all messed up 
.. “The New” consists of relatively 
ss : small italic capitals reverse on 
ae a black. “Mobilift” is a fancy hand- 
eras — : ; lettered word, also reverse. “Tier- 
-..—~ Master” is a fancy script that starts 
E.weii-Paaser black outline against white, then 
i runs into reverse. “Lifts 117” floor- 
Factory .. These six ad asl Reloads bes tai er eee 7 to-forks” is set in type against a 
sssif ' sah Sia ee Saigavyeaiva yea: pfs aeet drawing of the load on the pallets. 
, : Benatar And the rest is italic against white. 
The biggest illustration (but not 
very big) is a drawing in violent 
7 , perspective; there are two tiny 
the reading fell off (from 35 for of-pace. Theoretical faults: The drawings, and a single small half- 
headline to a read-most of 14), be- silhouette halftone A headline tone. The signature is also reverse. 














. > 2 sad] > > \ : at's 7 
cause the headline doesn't do as that's a sheer boast. Prominence of Our comment: Complete con- 
well as the February ad in leading company name in headline. fusion 
the reader into the text Our comment: Not a bad ad, but 
MARCH: Best read most for Stand- we would hav 3S 
‘ Ste lave guessed the head- 
MACHINERY 


ard Conveyor's repeat of its Jan- line would shut off interest. Note: 
JANUARY: Best seen-associated 


went to an Armstrong Bros. Tool 
Co. ad, but this ad ran on the cover 
which gives it a special advantage. 
We're going to eliminate cover ads 
from our considerations here, which 
on page 13 falling .. 17 in January, 17 in March, also eliminates Geometric Tool’s ad 
Headline: “You buy dependabil- now 12 , in the No. 2 spot. Neither of these 
ads has much copy anyway. 
eliminates Timken’s 


uary ad (which ranked first on both Tiny caption next to picture got a 
counts) and came in second this reading of 20; main text got 17, to 
month for seen-associated Ou come out second in read most 
comment: We're sold! APRIL Best read most. Guess 
APRIL: Best seen-associated, an what? That same Standard Con- 
Elwell-Parker black-and-white 7x10 veyor ad. However, read most is 


ity when you buy Elwell-Parker.” MAY Best seen-associated and 
Layout: sort of junky, a silhouette best read most This also 
of lift truck in action and loaded Guess what? back cover ad, third best in seen- 
Fairly long copy, set in a single Now we're beginning to get sus- associated. However, this was a 
column picious. This same Standard Con- long-copy ad and probably deserves 

Theoretical virtues:  Sizable il- veyor ad scored 21 this month. Did special credit, but since we’re ob- 
lustration. Good typography two the readers representing this 21 jecting to covers being included 
bold-face sections provide change- really remember the ad from May with no consideration of premium 
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‘SHOULD | USE A NUMBER OF PUBLICATIONS 
.. OR CONCENTRATE IN A FEW?” 


Case Study Shows: MORE SPACE IN FEWER, 


MORE CAREFULLY SELECTED, BUSINESS PUB- 


LICATIONS PROVIDES MAXIMUM EFFECTIVENESS. 


PROCEDURE: i8 leading industrial 
advertisers conducted a cooperative 
readership study to determine how to 
reach their markets, and the buying in- 
fluence within those markets, most ef- 
fectively .. . and at the least cost. 
Each advertiser mailed a jointly ap- 
proved, uniform questionnaire to a cross 
section of his customers and prospects. 
Each made control checks on his own 
returns. The consolidated returns were 
tabulated by the McGraw-Hill Research 
Department. Total mailings— 198,837; 
Response— 42,878 (a return of 21.6%). 


RESULTS: The figures in this compos- 
ite chart are based on averages of pub- 
lications serving nine fields developed 
from the survey findings. They do not 
provide a rule as to whether one, two or 
three publications should be used to 
cover a specific field. Asa matter of fact, 
duplication or overlapping coverage 
may be desirable under certain condi- 
tions, particularly if it can be purchased 
at the right cost. However, the average 
3rd, 4th and 5th publications shown here 
provide relatively few total contacts at 
a high cost per contact and add com- 


paratively few new contacts to those 
provided by the lst and 2nd pub- 
lications. 

These results do point up and establish 
this general principle: On the average, 
the 1st and 2nd publications provide 
84 % coverage of the individuals reached 
by all five publications—at 46% of the 
total cost of the five publications. Be- 
yond this point, the law of diminishing 
returns—i.e.: the high cost of buying 
relatively little additional coverage 
takes over. 
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COVERAGE —> 


Based on the Cooperative Readership Study, 1951 


COVERAGE NOT PROVIDED BY 
ANY PREVIOUS PUBLICATION 


DUPLICATION WITH ALL 

PRECEDING PUBLICATIONS 
TOTAL UNDUPLICATED COVERAGE OF 
ALL FIVE PUBLICATIONS = 100% 


TOTAL COST OF ALL FIVE 
PUBLICATIONS = 100% 








s 
COST —> 
CONCLUSIONS High coverage—and 


maximum impact—can be obtained 
most economically by concentration, 
rather than scatteration, of advertising 
dollars. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


@ 330 WEST 42nd STREET, NEW YORK 36, N. Y. 


46 


1 1 
67 86 100 


The material for this advertisement was secured from our Research Department's 
Laboratory of Advertising Performance, LAP #1121. A complete report of the study 
is in our booklet, ‘New Yardsticks of Media Value.” If you would like a copy of the 
booklet, or need other facts on subjects related to business paper advertising, ask your 


McGraw-Hill man. 


M-GRAW HILL @ 


, 4a BUSINESS 





? most accunsde in 
A GREAT Famed PS Sen nse Sd F er 


had Leceeneeeceeenncl f simple, positive, cam-action § 7777377) 
POWER BLADE 


THE PRECISION CUTTING 
TOOLS You NEED 


now...11 


do the work og 


BRANCH OFFICES AT 


wirsa 


wiciee 


Prats a 
Writary IT Pays TO BUY 


saacdscn tales Sion Scie = CUTTING TOOLS 


1 
Manvtectured by THE sasvene maconne screw coep ON A PERFORMANCE BASIS 


IN 

PRATT & 
WHITNEY 

JIG BORER 
CONSTRUCTION 


CENA ETAL es Lowen. Pe 


PuW Nes. 2A ond 38 JIG BORERS FEDERAL 


NEw have 


-cincinnati lathe « {vol co. ti FY wet Flectroiomir 1G 8088 | ete latte 





Machinery. . | 


prices, we're going on to No. 4 e Welded btee nstruction in Eastern Machine Screw’s black- 
That's L. S. Starrett, a black-and- entirely new dev ment in blade design and-white 7x10 on page 320. 
white 7x10 on page 246 ach me pert nce Of ihis OUIsIaNG Layout: very cluttered, running 
Headline ‘A great new blade.” sali ae pe a eee ee ee down from logotype at top to head- 
Layout: very buckeye. Headline sab nae deheaeceatenta ric Aa chat EE line, to cutaway of die head (arrows 
is reverse on a black square at top mcg : 6 ; ' Fagen ‘ sng and labels), to copy set up in num- 
left. A hacksaw blade is slanted eppebe jes yametstanapse sae aS Reta bered items, to a strip of four photos 
across the page under it. Body copy uae ve wees bes aes = ae ath ae of other die heads, to signature. 
is center left; center right is closeup e cs ieee te Chet = Headline: “Simple, positive, cam- 
of the blade examining various t stra é n ely shatterproof and action for new high threading 
leatures Extremely cluttered foot- uf heavy feed ind rugged bs speeds.” 
plate h as interrupted ind sawing multi Theoretical virtues: Good head- 
Theoretical virtues: It’s a black, > wore line. Cutaway view. Very fact- 
bold ad, not pretty, but strong. It ful copy. Theoretical faults: Just- 
promises news. Copy is excellent awful layout and typography. Bold- 
face for photo captions in sizes that 
are too small for bold-face. 


Theoretical faults. Junky format 
and poor choice of typography for 
display material Our comment: 
Not a professional job, but an ob- Our comment: We'd never have 
viously honest one that sticks to picked this ad for a winner, but it 
business and deserves the reader- is all-business. The copy got a 
ship it gets score of 19. 


JANUARY Best read most for FEBRUARY: Best seen-associated 





ANE YOU SHOOTING 


AT THE BILLION 
ple} HW. gellk 
PRODUCING MARKET? 


HERE’S HOW TO HIT IT... 


To reach the largest group of known 
buyers and specifiers of oil field equip- 
ment, advertise in World Oil .. . the 
publication with the largest available 
paid subscriber coverage of men di- 
rectly and exclusively engaged in oil 
producing ... over 15,000 ABC. 

Here’s why you can recommend the 
use of WORLD OIL with complete 


confidence: 


1. World Oil does a superior editorial 
job to merit its high readership. 


2. World Oil puts heavy emphasis on 
engineering, operating and manage- 
ment material, to maintain its high 
readership. 


These WORLD OIL readers are BUYERS 


World Oil is “ Read Regularly” by most men-who-buy in the 
oil producing industry . . . by 93% of the men who buy or 
specify 98% of the equipment used in the oil producing busi- 
ness. Ask your Gulf Publishing Company representative to 
show you WHO these readers, with definite buying power, are. 


3. World Oil was first to sectionalize 
reading content-—a more orderly pre- 
sentation that results in greater cover- 
to-cover readership of editorial and 
advertising. 

4. Over 7,000 of World Oil producing 
subscribers read no other oil paper. 


5. World Oil’s monthly frequency fits 
oil producing men’s reading habits. 


6. Proven, paid circulation. Member 
of both ABC and ABP. 


7. A schedule in 14 issues of World 
Oil gives you complete, every-issue 
coverage of your product advertising. 


SEND NOW FOR... 


your of 
the latest ny ny 
Book on the oil produc- 


ing industry. nen 


torial staff, this book 
gives valuable data on 
where, how and who thes 
sell in the widel 

—, — dol a 


ge oh oi ae 
pas ton Billion D. Dollay 
World Oil Market. Ad- 
dress P. O. Box 2608, 
Houston, Texas. 


® GULF PUBLISHING: COMPANY 


@ THE WORLD'S LARGEST OIL INDUSTRY PUBLISHERS 
PUBLICATIONS: WORLD OIL "© PETROLEUM REFINER © COMPOSITE CATALOG © REFINERY CATALOG 
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is a Pratt & Whitney 7x10 with red 
on page 49. 

Layout: This ad defies descrip- 
tion; you'll have to look at the cut 
That panel running up the middle 
from center is red, everything else 
except the red foot-plate has a gray 
background. The only type set 
against white is the perspective box 
lower left. Scattered around the 
red panel are tiny photos of cut- 
ters, taps, dies, reamers, etc. There 
is really no headline, unless you 
so classify the words in the arrow: 
“In Stock Near You.” That map at 
top of the red panel is starred to 
show the P&W branch offices which 
are also listed below. 

The ancient P&W trademark cov- 
ers the corn country, and a flag 
“P.W.” flies from West 

The wording in the red 


reading 
Hartford 


panel (all in caps) is: 


The copy under the panel starts, 
“There's no better-paying invest- 
ment than the right tools for the 
job.” The pay-off line lower right 
is “It pays to buy cutting tools on a 
performance basis.” 
faults: See above. 


None. Our 


Theoretical 
Theoretical 
comment: 


virtues 


It's as terrible an ad as we've 
ever seen, yet it got a seen-associ- 
ated of 42! 

FEBRUARY Best read most to 
Jones & Lamson, but the copy is 
so short we disqualify it. Second 
place went to Jacobs Chucks, a 
black-and-white 7x10 on page 52 
Layout: Rather “modern” see 
cut. Closeup of chuck at left, set 
of collets at Headline 


“Most accurate in the world today.” 


bottom 


This leads into a paragraph explain- 
ing why “no other lathe collet chuck 
is as accurate.” Then 
headline, “Now 11 do the work of 
88,” followed by a paragraph of 


another 


copy 
Theoretical virtues: White space 
is unique in this magazine. Per- 


fect headlines practically de- 
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manding readership of the copy. 
Theoretical faults: Nothing domi- 
nant, unless it’s the uniqueness of 
the layout. Our comment: Excel- 
lent. 

Note: The read most of 20 sets 
an extraordinary high ratio with 
the seen-associated of 27. 

MARCH: Best seen-associated score 
was earned by Brown & Sharpe, 
the first page of a 4-p insert in two 
colors on heavy stock. We feel this 
page cost more than Starch allows 
for it, and we don't thing it’s fair 
to compare it with other two-color 
bleed pages. No. 2 is Threadwell 
Tap & Die, the first page of a two- 
color insert on even heavier stock. 
It has no copy at all. No. 3 is 
Norma-Hoffman, a “poster” ad on 
the cover. No. 4 is Timken, on the 
back cover. No. 5 is the back cover 
of the B&S insert. No. 6 Kenna- 
metal, a two-thirds page ad with 
yellow, on page 363. 

Layout: top part is a yellow 
panel, covered by headline and two 
circular pictures of the right and 
wrong of cutting. Then quite a bit 
of copy, leading to signature which 
includes a row of tiny photos of 
carbides and cutting tools. Head- 
line: “How to reduce ‘lost-but- 
paid-for’ machine hours.” 

Theoretical virtues: Good head- 
line, good photos, but too small. 
Theoretical faults: Yellow serves 
No dominant element 
Headline at top of ad. Headline 
all caps. Pictures too small. Copy 
not helped by hard-to-read Stymie 


no purpose. 


(or similar) type. Copy looks aw- 
fully hard to read, and looks even 
harder after a glance at this un- 


exciting lead: 


Our comment: Who are we to 
refute the evidence? 
MARCH: Best read most was 
Threadwell, the insert page with 
So we'll take No. 2, Cin- 
(red) 


no copy 
cinnati Lathe, a_ two-color 
7x10 on page 117. 

Headline: “Flame facts.” Lay- 
out: “modern.” Only the cock- 
eyed stars and the word “flame” are 
red 


Theoretical virtues: Unusual lay- 
out. Excellent photos. Good ty- 
pography; even though all text is 
set in one solid block, the extra 
bold face lead for each new point 
eases the reading chore. Copy is 
completely descriptive of the prod- 
uct, almost catalog copy. 

Theoretical faults: Headline is 
almost lost way up there away from 
the text. Type face not the best for 
easy reading of a lot of copy. Our 
comment: Pretty good ad (and to 
show how “wrong” we can be 
the “lost” headline scored 23 to the 
copy’s 20!) 

APRIL: Best seen-associated 
a Fafnir cover, not fair. So best 
seen-associated and best read most 
goes to Jacobs, a repeat of the Feb- 
ruary ad that did so well. 

MAY: Best seen-associated to 
Timken, a cover; Threadwell, an 
insert leaving Pratt & Whitney, 
a 7x10 plus red on page 61. 

Layout: Very buckeye, breaking 
all the rules with meaningless black 
and red backgrounds, and display 
type in reverse. Headline: “New 
PLUS in Pratt & Whitney jig borer 
construction.” 

Theoretical virtues: That word 
“new.” Some very good copy. The- 
oretical faults: See above, plus 
more sans serif body text. Our 
comment: People must be very 
much in love with P&W. 

MAY: Best read most . . this 
same P&W ad. Here’s the copy: 


JUNE: Best seen-associated and 
best read most for Federal Gages, 
a black-and-white 7x10 on page 38. 
Layout: Fairly clean. Hand 
holding micrometer. Two sketches 
beside single, sizable copy block. 
Headline: “Find out for yourself 
why people who try it buy it!” 
Theoretical faults: Ad seems too 
smooth. The headline is lettered 
like a soap newspaper ad, the head- 
line and copy read like a radio 





IN THE GIANT OIL REFINING INDUSTRY 


. . . the best editorial job will help your advertising 


do the best selling job 


Here’s why Petroleum Refiner does the 

best editorial job in the billion-dollar- 

a-year oil refining industry: 

1. Petroleum Refiner was first to devote a 

publication entirely to the refining industry 
. providing a specialized editorial service 

that has grown in scope and stature with the 

industry for years. 

2. World’s largest oil industry publishers 

have adequate experience, know-how and 

financial stability to assure a thoroughly 

capable and informed editorial staff. 

3. Petroleum Refiner’s long established top 


position in the industry usually gives it first 
call on articles written by refining authorities 


4. Petroleum Refiner regularly carries more 
engineering-operating editorial material per 
issue on refining, natural gasoline and petro- 
chemical than any other oil publication. 


Reader confidence among men with 


greater selling power. 


OFFICES: @ Houston (6), 3301 Buffalo Drive, L1-3141 @ New York (17), 250 Park Avenue, 
El Dorado 5-4012 @ Chicago (4), 332 S. Michigan Avenue, 
10), 1010 Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building, 3-1844 @ Los Angeles, 
W. W. Wilson Building, Huntington Park, Jefferson 1219. 


a 
PETROLEU 1 


known buying influence 
means increased advertising impact for your product story . 


Wabash 2-9330 @ Cleveland 


Here’s what Petroleum Refiner’s edi+ 
torial performance means to you: 


* More men in the refining industry pay te 
read Petroleum Refiner today than evet 
before has been true of any oil paper. 


Petroleum Refiner has paid subscriptions 
among key men in companies accounting 
for better than 98% of all refining, natu< 
ral gasoline and petrochemical operations, 


Surveys show that over 30% of Petroleum 
Refiner’s 9,400 subscribers read it exclu- 
sively—cannot be reached through any 
other oil paper. 


Editorial performance gets readership that 
makes Petroleum Refiner a very good ad- 
vertising investment in this billion-dollar- 
a-year market. 


SEND NOW FOR 


your personal copy of the in- 
formative Petroleum Refiner 
market data book 


Authentic markets and_ sales 
data on where, how and who 
to sell in the billion dollar re- 
fining industry 

Write today on your letter- 
head for Petroleum Refiner 
Market Data—1952 


® GULF PUBLISHING GOMPANY » 


@® THE WORLD'S LARGEST OIL INDUSTRY PUBLISHERS 
PUBLICATIONS: WORLD OfL © PETROLEUM REFINER @ COMPOSITE CATALOG @ REFINERY CATALOG 
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LINK-BELT engineering experience... 
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Worthington Turbine Cewerators Selected By Netural ba 
tas Firm For Both Power and Product - Conditioning 3 - - - — ener mee 
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Power .. 


commercial. Our comment But for both power and product-condi- Theoretical virtues: Strong lay- 

maybe that’s a virtue! Have some tioning.” Three-column type set- out, good typography, case study 
up. Footplate of other product copy. Theoretical faults. Headline 
sketches is reverse and in a circle away from 

Theoretical virtues. Editorial- copy. 

type headline. Straight reporting Our comment: Worthington’s 
of success story. Good typography better copy should have got a bet- 
Theoretical faults Picture too ter read most. Nordberg’s better 
small in relation to text, and the layout should have got a_ better 
drawing is corny. Our comment: seen-associated. 

POWER Good ad, but chiefly because of FEBRUARY: Best seen-associated 

copy was for Link-Belt’s black-and- 

JANUARY Best seen-associated JANUARY Best read most was white 7x10 on page 1. 
for Worthington Steam Turbines, a Nordberg Diesel Engines’ B&W Layout: Two lateral strips of 
black-and-white 7x10 on page 203 bleed page opposite back cover three pictures each, application 





Layout: Smallish cut of installa- Layout Photo of installation photos in first row, examination of 
tion. Headline at top ‘Handling covers top half of ad. In a black components in second row. Above 
two jobs at once and saving circle upper right: “5th Nordberg the first row: “Link-Belt engineer- 
money on both!” Little sketch of Diesel for Rensselaer, Indiana.” ing experience.” Above the second 
man holding up moneybags. Sub- Copy lower left, flanked by five row: “Link-Belt quality compo- 
head: “Worthington Turbine-Gen- dates and brief mention of the five nents.” Below: “Add up to your 
erators selected by natural gas firm installations best in Belt Conveyors.” Then copy. 
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$235 Million Worth of Castings Every Hour! 


That's what the dynamic foundry in 
dustry produced in record-breaking 
1951! With a whopping total of 19,000,- 
000 tons of production valued at better 
than five billion dollars, America’s 
foundries topped every previous record 

. . including the peak production war 
years. 


Things are happening in the foundry 
market. Foundries are spending over 
one million dollars every hour for ma- 
terials and supplies ... and two million 
dollars every week in capital invest- 
ments. 


HAVE YOU GOT YOUR COPY OF THIS VALUABLE MARKETING GUIDE ? 


“How To Sell The Foundry Market" is free. Write 
us or ask your FOUNDRY representative and a 
copy will be mailed to you. 


It's Time to Sell to Foundrymen 


WHEREVER METALS 


That's why alert management men aré 
giving special attention to this mass 
production industry. It pays rich divi+ 
dends to the companies that recognize 
foundries as a separate market well 
worth going after with an independent 
and intensive sales effort. 


And the best way to get your story to 
foundrymen is through FOUNDRY. 
With its 45,000 readers, FOUNDRY 
gives you blanket coverage of the 
foundries that have 94% of the indus- 
try’s melting capacity. 





Reaching every foundry employing over 50,,.and 86% of all others / A Penton Publication, Penton Building, Cleveland 13, Ohio 
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Power. . 


e ex 


Hard to find, 
except that the cuts are all right, 


Theoretical virtues 


although small, and the typography 
is at least Theoretical 
No center of attention. Un- 


readable 
faults 
interesting headlines, of the “brag- 
ging” type Copy also is just one 
long brag 

Our comment: Can't explain the 
high seen-associated of 52 

FEBRUARY Best read most was 
for Hagan Corp., but it’s the front 
of insert with just a title. So Elliott 
Co. was No. 2 with a black-and- 
white two-thirds page on page 184 

Layout An attempt at poster 
Big photo of tube cleaner crosses 
Headline pushes 
up toward right corner: “The new 
ROTOJET gives you the POWER 
to clean tubes FASTER.” One short 
under headline, 


down from left 


paragraph of copy 
another headed “The secret” un- 
der a little sketch at lower left 
Theoretical virtues: Layout full 
of movement bold headline 
That tricky 
Theoretical 
Headline on slant, part of 


good product display 
“secret” in the cornet 
faults 
Typography not the 
Good ad 


“secret” got a 


it in reverse 
best. Our comment 

Note The little 
14 reading, two points better than 
the better-located, larger-type main 
paragraph 

MARCH: Best seen-associated for 
Valves, a 
7x10 on page 147 
Rather junky 


tered elements, several 


Crane black-and-white 
scat- 
blocks of 


display type, line drawing of man 


Layout 


working on valve, halftone of valve 


2 / 


Headline: “Piping repairs cost more 
now.” 

Theoretical virtues: Timely head- 
line. Good subhead: “You make 
them less often by using dependable 
Another 


“That's why more 


quality Crane valves.” 
good subhead: 
valves are used than any 
This bold face line 


“Easy 


Crane 
other valve.” 
is arrowed at the valve: 
access prevents trouble with this 
valve.” Copy explains 

Theoretical faults: The junky lay- 
out. Our comment: Good ad 

MARCH: Best read most to Wal- 
worth Valves, a B&W 7x10 on page 
243 

Layout Three halftones down 
the left side, copy down the right 
ending up at a cross section draw- 
ing of the bonnet joint assembly. 
Headline “Walworth 


Seal cast steel valves.” 


Pressure- 
Theoretical virtues: Good appli- 
usual 
Good 


cation photos rather than 


“portrait” seen in valve ads 


copy 





Headline is 


Good 


Theoretical faults: 


a mere label. Our comment: 
ad. 

APRIL: Best seen-associated for 
Walworth, a black-and-white 7x10 
on page 243. 

Upper left, the headline 

“Walworth 
In steps from center left 


Layout: 
in a box Bronze 
Valves.” 
to upper right, three valve cutaways 
Under these, “built to give depend- 
able trouble-free service on all rec- 
ommended jobs.” Lower half of 
ad: solid copy. 

Theoretical virtues: Simplicity is 
about the only one we can call 
forth. Theoretical faults: Head- 
line is only a label. Cutaways are 
just labeled, no description. The 
description is in the copy, and it’s 
all catalog copy, with owner-bene- 
fits relegated to the end of the para- 
graph. Text is unrelieved by bold 
face, subhead or any other device 

Our comment: An unattractive 
ad. Not up to last month’s (in our 
opinion, that is, not the readers’). 

APRIL: Best read most to Taylor 
Instrument, a black-and-white 7x10 
on page 263 

Layout: Everything on a slant. 
Headline: “From any angle.” Copy 
block in center, surrounded by pic- 
tures of thermometers. 

Theoretical virtues: Only one we 
can find is that text is set up in 1, 
2, 3 fashion and it does tell a sales 
Theoretical faults: The ad 
is about to capsize. The headline 
is one of the worst cliches! The 
Our com- 


story. 


text area is fenced in. 
ment: ??? 
MAY: Best seen-associated was 


Link-Belt’s 7x10 
on page | 


black-and-white 


One large photo show- 
transferring coal 


Layout: 
ing set-up for 
from ship (not shown) to storage. 
A smaller photo of a conveyor in a 
Above the bigger one: 
engineering.” Beside 
“Link-Belt equip- 
“Combine to cut 
. from unload- 


power plant 
“Link-Belt 
the smaller: 
Then: 
coal handling costs . 
ing to delivery to power plant bunk- 


ment.” 


ers.” 

Theoretical virtues: Quasi-edito- 
rial style format. Good captions 
with the pictures (one scored 26, 
while main copy scored only 15). 
Good typography 

Theoretical faults: No hook in 





























DOOR OPENER — When a human 
body comes near a certain electronic 
circuit, a slight current flows. This, 
in turn, can be made to actuate a 
mechanism. The principle is used to 
open and close doors in a device de- 
scribed in some detail in IEN Febru- 
ary. One of the advantages of this 
particular automatic door opener is 
that the actuating circuit can be buried 
in the floor, out of harm's way. 


NEW WAY TO WEIGH — Some 
years ago a Philadelphia 
worked out a wafer-thin electric re- 
sistance unit which could be glued to 


concern 


surface to measure 
structure strain. Since then, that little 
unit in load-cell assembly has gone 
places. Newest application we know 
of is under a set of processing tanks 


just about any 


to weigh their content and to control 
filling and emptying. No weigh beams, 
no fulcrum, no knife bearings. No 
idea, a few years ago, that such a 
means of weighing was even possible. 


IDEA DEPARTMENT — _ Every 
month IEN runs an IDEAS column — 
developments that look important to 
IEN editors; unusual procedures; and 
just plain ideas. Here's one lifted 
from the February issue: if you know 
a boy who might like to become an 
engineer, get him to send for the re- 
cent booklet put out by the National 
Society of Professional Engineers. Or 
if it's easier, write to Industrial 
Equipment News and ask for details 
about IEN-2039A. 





NBP 


FOUNDED 1933 


REPRESENTATIVES * ATLANTA * BOSTON 


no matter what their 
titles may be 


YOUR BEST PROSPECTS 


HAVE REQUESTED IEN 


SSSHSCCHH TREES RSET EHH E HEHEHE ESSE HERE EEEE EERE 
PREP E PEEPS ESE PEPE ECU ECCECOT OL TT TTT 


You know how tough it is to find the men in the most active manu- 
facturing plants who specify and buy your products. One reason 
is that titles don’t mean the same in different industries. They don’t 


even mean the same in all companies within the same industry. 


IEN found an answer to this problem back in 1933, when it orig- 
inated product information publishing .... . concentrating not on 


HOW to do a job, but on WHAT TO DO IT WITH. 


When operating, engineering and production men with responsible 
positions discovered Industrial Equipment News, they asked for 
it. They needed it, they wanted it, so they requested it. Finding 


specifiers and buyers was as simple as that. 


This kind of request readership by specifiers and buyers is what 


makes Industrial Equipment News so effective for its advertisers. 


. 62,044 


65,550 


Average controlled circulation. . . 


Average total distribution 


700-750 advertisers in each issue — more than in any 


other publication of similar service or circulation 


NDUSTRIAL EQUIPMENT 


INDUSTRY'S ORIGINAL PRODUCT INFORMATION SERVICE 


Thomas Publishing Company, 461 Eighth Avenue, New York, N.Y. 


CHICAGO *CLEVELAND + DETROIT * INDIANAPOLIS * LOS ANGELES * PHILADELPHIA + PITTSBURGH 
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full of hard- 
“You 
to Link-Belt 
the 


Copy 
worked expressions 
look 
“the facilities, 
the 
carry the 
comment: Fair 
Best read most to Grinnell, 
A lot of copy, 
Still, 
we made a rule to skip covers. So 
No. 2 Babcock & Wilcox, a 7x10 
with red on page 153 


the headlines 
name 
the problem 

for the answers,” 
proven 


equipment, engineering 


know-how to ball;” ete 
Our 
MAY 
but it’s on a cover 
though, so its 23 is significant. 


A geometrical 

see cut. Headline: “Get Your 
Steam (that’s in black 
at top left) in this NEW shop-as- 
(that’s red on white). 


Layout pattern 


reverse on 


sembled unit” 
Most of the copy is on two Ben Day 
panels; the major copy is set up in 
list form 

Theoretical virtues: Layout is at 
Excellent 
handled by 


least unusual. headline 
layout 


The- 


say 


(though poorly 
Powerful copy lines 
faults: It’s hard to 
whether the layout is good or not. 
But The Starch 
score says it’s good 

Best 


Valves, 


man) 
oretical 


our comment 


seen-associated was 
March ad, 


Best read most was Nord- 


JUNE 
Crane repeating. 

JUNE 
berg, another black-and-white bleed 
ad opposite back cover. Same style 


as in the January issue, with domi- 
nant installation photo, headline in 
corner. 


reverse in upper 


L’envoi . . So, all right, what are 
the Copy Chasers trying to prove? 

That performance often disproves 
opinion? 

That Starch reports are fickle? 

That the Copy Chasers aren't al- 
ways right? 

We're 
thing 
thing 


not 
We're trying to learn some- 
We've been shocked in some 
But 


we're extremely 


trying to prove any- 


gratified in others 
than that 


interested, and we think you should 


instances, 


more 


be 

As_ has 
Starch 
of a certain 


been said many times, 
reports give us information 
Seen 


handled wisely, 


nature in their 


proper perspective, 


they can point out to us evidence 


which, together with evidence from 
other sources, can help us all better 


evaluate our advertising, help us 


do better advertising 


The Copv Chasers 
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Kimberly-Clark 


COATED PRINTING PAPERS 
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Distributed by 


ALABAMA 
Birmingham PSR Sloan Paper Company 
— 
x Bloke, Moffitt & Towne 
Pn Denix Zellerboch Paper Company 
Bicke, Moffitt & Towne 
ARKANSAS 
ttle Rock 
CALIFORNIA 


f yvi Jakiand Div 


Arkansas Paper Company 


Zellerbach Paper Company 
Eureko Zellerbach Paper Company 
Fres Blake, Moffitt & Towne 
Fresno Zelierbach Paper Company 
Long Beach Blake, Moffitt & Towne 
los A Blake, Moffitt & Towne 
Los Angeles Zellerboch Paper Company 
akland Blake, Moflitt & Towne 
Redding Zellerbach Par er Company 
Sacramento ake flitt & Towne 
Socramento Zellerbach Paper Company 
$ Bernardino Blake, Moffitt & Towne 
Bicke, Moffitt & Towne 
Zellerbach Paper Company 
Moffitt & Towne 


geles 


San Diego 
San Francisco ake. 

Francisco Zelierbach Paper Company 
Son Jose Blake, Moffitt & Towne 
Son J Jose Zellerbach Paper Company 

3 Rosa Blake, Moffitt & Towne 
tockton ake, Moffitt & Towne 
Stockton Zellerbach Paper Company 
COLORADO 


Denver 


Corpenter Paper Company 
Puet Carpenter Paper Company 
Pri aa 
ar thos The Rourke-Eno Paper Co., Inc. 
ew H Bulkley, Dunton & Co 
DELAWARE 


District OF COLUMBIA 

gton The Barton, Duer & Koch Paper Co. 
FLORIDA 
Jacksonville 
Miam 


Knight Brothers Paper Company 
Knight Brothers Paper Company 
Knight Brothers Paper Company 
Knight Brothers Paper Company 
Knight Brothers Paper Company 


Sloan Paper Company 
Honolulu Paper Co., itd 


Blake, Moffitt & Towne 
Zellerbach Paper Company 
Carpenter Paper Company 


ago Berkshire Papers, inc. 
? Paper Company 


29¢ 


INDIANA 
Hranapols 
IOWA 


Des Moines 


Crescent Paper Company 


Corpenter Paper Company 


S Carpenter Paper Company 


nua City 
KANSAS 


Topeka 


Carpenter Paper Company 
Wichita Western Newspoper Union 
KENTUCKY 
Louisville 3 The Chatfield Paper Corp 
LOUISIANA 
Baton Rouge 
New ( 
Shreveport 
prbentee 

sta Carter, Rice & Compony Corp 
MARYLAND 


Louisiana Paper Co., itd 


The D and W Paper Cc 
Louisiana Paper Co., ltd 


” Baltimore Paper Company, Inc 
MASSACHUSETTS 
Bosto Carter, Rice & Company Corp 
S field Bulkley, Dunton & Co 
Esty Paper Division 


rcester 
MICHIGAN 
Detroit Seaman Patrick Paper Co 
Grand Rapids r rom Paper Company 

Dudley Paper \ mpany 

MINNESOTA 
Minneapolis Carpenter Paper Company 
St. Pa Carpenter Paper Company 
MISSISSIPPI : 
Jackson Jackson Paper Company 
Meridian Newel! Paper Company 
MISSOURI 
Kansas City Carpenter Paper Company 
St. Louis Beacon Paper Company 

Lous Shoughnessy Kn ep-Hawe Paper Co. 


wuts bey Fine Papers, inc. 


MONTANA 
Biilings 

Great Falls 
Missoula 
NEBRASKA 
L . 


Omaha 


NEVADA 


Rer sa 
NEW JERSEY 
Newark 

NEW MEXICO 
Albuquerque... 


NEW YORK 


Rochester 

yracuse 

Troy 
NORTH CAROLINA 

harlotte 
Greensboro 

mington 

OHIO 
Akror 
Cincinnati 
Cincinnati 
Cleveiand 
Cleveland 
Columbus 
Toledo 
OKLAHOMA 
Oklahoma City 
Tulsa 
OREGON 


Eugene 


PENNSYLVANIA 
Philadelphia 
Philadelphia 


RHODE ISLAND 


rovidence 


ais CAROLINA 


Greenville : 
TENNESSES 
Chattanooga 
Knoxville 
Memphis 
Nashville 
TEXAS 
Amarilio 
Austin 
Dallas 

E/ Paso 

Fort Worth 
Harlingen 
Houston 


Yakima 
WISCONSIN 


Milwaukee 
Milwaukee 


Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 


Carpenter Paper Company 
Carpenter Paper Company 


Bloke, Moffitt & Towne 
Zellerboch Paper Company 


J, E. Linde Paper Company 
Carpenter Paper Company 


Hudson Valley Paper Company 
Price & Son, Inc. 

Hubbs & Howe Company 
Baldwin Paper Company, Inc. 
Bulkley, Dunton & Co., inc. 
The Canfield Paper Co. 
Forest Paper Company, Inc. 
J. E. Linde Paper Company 

A. Price & Son, Inc 

Royal Paper Corporation 
Hubbs & Howe Company 
Hubbs & Howe Company 
Troy Paper Corporation 


Dillard Paper Company 
Dillard Paper Company 
Dillard Paper Company 


The Milicraft Paper Company 
The Chatfield Paper Corporation 
The Johnston Paper Company 
The Milicraft Paper Company 
The Petrequin Paper Company 
The Scioto Paper Company 

. The Ohio & Michigan Paper Co. 


Carpenter Paper Company 


.Tayloe Paper Company of Oklahoma 


Zellerbach Paper Company 
lake, Moffitt & Towne 
Zelierbach Paper Company 


Paper Merchants, Inc. 

D. L. Ward Company 
Whiting-Patterson Company 

The Chatfield & Woods Co. of Pa 


Carter, Rice & Company Corp. 
Paimetto Pap 


er Company 
Dillard Paper Company 


Bond-Sanders Paper Co. 
Southern Paper Company, Inc. 
Tayloe Paper Company 
Bond-Sanders Paper Co, 


Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
. Carpenter Paper Company 


Carpenter Paper Compony 
Carpenter Paper Company 
Zellerbach Paper Company 


Cauthorne Paper Company 


Blake, Moffitt & Towne 
Zellerbach Paper Tompany 
Biake, Moffitt & Towne 
Zellerbach — Company 
Blake, Moffitt & Towne 
Zellerboch Paper Company 
Zellerbach Paper Company 
Zellerbach Paper Company 


Universal Paper Company 
The Bouver Paper Company 
Sensenbrenner Paper Co. 


EXPORT AGENTS 


an Paper 
Cable Add 


Exports, Inc., New York, U.S. A. 
ress: APEXINC—New York 





KIMBERLY-CLARK CORPORATION - 


250 Park Avenue, NEW YORK 17 
155 Sansome Street, SAN FRANCISCO 4 


8 South Michi 


NEENAH, WISCONSIN 


gan Avenue, CHICAGO 3 


22 Marietta Street, N. W., ATLANTA 3 





Let’s swap ideas 


Match your advertising ideas with 
these—and win a *50 Bond! 


‘Miniature easel lightens 
load for salesmen! 


Since a distributor salesman must carry 
booklets, catalogues, heavy presentations 
and other literature for many manufac- 
turers, he can seldom do justice to all the 
lines he is responsible for. With this 
great volume on. he expends more 
energy as a workhorse than as a salesman. 
It is therefore ‘surprising that the minia- 
ture easel hasn't been thought of before. 
This unique device contains all of the 
information necessary to the salesman 
and his customer —in a compact, easy-to- 
handle pocket-size form. Furthermore, it 
constitutes a very unusual, attractive and 
interesting presentation of the product. 
Distributors of the Hamilton Company 
acclaim it as the most useful and practical 
sales tool they have ever seen —and appli- 
cation of the same idea could no doubt 
be of equal value in other lines. 


Clifford R. Schaible, Account Executive, 
Earle Ludgin & Company, Chicago, Illinois 


FREE! 1001 ways to cut 
printing costs! 


Would you like to own a booklet that 
contains practical suggestions for getting 
a greater return on your printing dollar? 


A booklet written just recently —with 
ideas geared to today’s printing prob- 
lems? ‘More For Your Printing Dollar’ 
is just such a booklet —available to you 
at no cost. It offers to buyers of printing, 
procedures for avoiding excessive costs 
and inefficiency in the planning of print- 
ing. It tells you how to ‘live with your 
printer and be happy”’! For a free copy, 
write on your business letterhead to 
the Advertising Division, Kimberly - 

Clark Corporation, Neenah, Wisconsin. 











Talk in terms of dollars 
to reduce copy changes! 


Since much of our printed material is 
technical in nature, it must be approved 
by many research people and sales engi- 
neers. Although they first approve it in 
manuscript form, they invariably find 
something in the type proofs that had 
been overlooked. In an attempt to save 


f 


money, we recently sent a letter to all 
reviewers showing that by changing 
simply a comma to a period required 
thirteen operations in the typographer’s 
plant. Also, that we were billed at the 
rate of $8.00 per hour for this service. 
We pointed out, among other things, 
that on a recent booklet the changes had 


amounted to $300. Happily enough, thig 
educational effort has not only saved ug 
money but has enabled us to get material 
through in much less time. 
H.V. Mercer, 
Armco Steel ¢ orp., 


Advertising Manager, 
Middletown, Obie 


Another successful key number system! 


This simple key number system allows 
us to trace 100% of our inquiries to theif 
source. The inquiries are directed to Dr. 
S.—.Brown at the company, the middle 
initial being the key. Dr. S. A. Brown in 
one publication, Dr. S. B. Brown in an- 
other, etc. It does the trick quite well for 
our clients, and I'm sure will do the same 
for others. 

Stanley Berman, 

Powerad Company, New York, New York 


Do you have an idea to swap? 
Tell it to Kimberly-Clark ! 


All items become the property of 
Kimberly-Ciark. For each published 
item, a $50 Defense Bond will be awarded 
to the sender. In case of duplicate con- 
tributions, only the first received will be 
eligible for an award. Address Idea Ex- 
change Panel, Room 188, Kimberly- 
Clark Corporation, Neenah, Wisconsin. 


Kimberly-Clark Corporation ce. w.cou 


Enamels and Coated Printing Papers 


© KimBERcy-CLARK CORP. 
“7. mw. REG. U.S. PAT. OFF 
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Your service department can 


also sell . . make sure it does 


By Karl F. Kirchhofer 


One of the strongest sales promotion media 
you have for your industrial product is 
the service or repair department. But the 
sales manager and advertising manager 
often neglect it. Here are some compelling 


reasons why you shouldn't. 





® NEGLECTED STEPCHILD of many a 
company and often undeservedly its 
black sheep, the service department 
can be transformed into an active 
sales promotion medium that can 
enhance the company’s prestige, 
build good will and create sales 
Buffeted constantly by demanding 
customers and often pointedly ig- 
nored by a harassed management, 
the service department is tolerated 
because it is a necessity 

Companies spend substantial sums 
in creating a demand for their prod- 
ucts in business papel advertising, 
in direct mail, packaging and devote 
much time and expense to properly 
building up an efficient and result- 
ful sales staff. But many of these 
companies would be aghast at the 
careless and negligent manner in 
which service is rendered to those 
identical customers who have been 
acquired through dint of much sales 
promotion and persistent calls by 
the sales staff 

Management can make the service 
department a valuable adjunct, a 
helpful ally, to the sales department 
But in order to accomplish this, the 
service department must be re- 
garded from an entirely new and 
different concept. Instead of being 
considered a necessary evil and a 
costly nuisance, its function must 
be studied and evaluated toward 
dovetailing its activities into the 


whole, broad sales picture 


In order that service personnel 
may be imbued with the enthusiasm 
and energy of the sales staff, service 
psychology must be changed first 
From service manager down, the 
department must be sold on its im- 
portance in the distribution and 
sales scheme. 

To the sales manager, this may 
seem a headache that consumes time 
better spent on selling new prod- 
ucts. To the advertising manager, 
service may seem a technical prob- 
lem for the production department 
but certainly not the advertising de- 
partment. But both the sales man- 
ager and advertising manager should 
investigate the service department 
and make certain that it is making 
the most of its sales promotion op- 
portunities The two executives 
should equip themselves to advise 
management accordingly. 

Instead of looking upon customer 
complaints and requests for service 
as a nuisance job that somehow has 
to be gotten over with just as quick- 
ly and easily as possible, each call 
should be regarded as another 
made-to-order opportunity to ad- 
vance the name and prestige of the 
company and its products 

Frequently inadequately trained 
personnel, through ignorance, care- 
lessness or plain obnoxiousness, 
make the customer feel that he is 
personally to blame when he needs 
service. This is hardly good rela- 
tions with the customer who bought 
your product in good faith and in 
the belief that the zealous concern 
for his business which was demon- 
strated by the original sales effort 
will continue once he is on the 
customer lists 


It is a paradox of business man- 


agement that whereas thousands of 


dollars are spent to gain new busi- 


ness and new customers, compara- 
tively little is done to retain the 
good will and continued patronage 
of buyers and clients once they are 
on the books. In this regard, the 
service department of some com- 
panies can often be compared to 
the surly, inattentive clerk who 
treats customers shabbily after they 
have been lured and attracted to 
the store with forceful, effective 
advertising in the daily newspapers. 

Often it is simply a matter of at- 
tention to detail of prompt han- 
dling, of adequate consideration of 
the customer’s needs. No one likes 
No one likes to have 
lightly 


to be ignored. 
his needs disregarded or 


passed over. 


Fix This . . Fast! . . Take repairs. 
When a plant manager sends an 
instrument to a manufacturer for 
repairs and replacement parts, he 
is obviously in need of the tool for 
use in his daily work. And fre- 
quently it is human nature to send 
the instrument or gage away for 
service, not when the fault or dam- 
age is first discovered, but rather 
when the instrument is again 
needed 

Repairs are sometimes considered 
nuisance business. Management 
would often much rather sell a new 
instrument than bother with repair- 

There’s not 
It causes extra 


ing a damaged one. 
much profit, if any. 
clerical work and at times consider- 
able effort to locate the cause of 
failure in the first place. 

I have seen this happen in the 
service department of a prominent 
instrument manufacturer and dis- 
While the new orders for 

handled promptly and 
shipment generally are made on the 
day the order comes in, repairs are 


tributor 


tools are 


inued on page 129 
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Now... MJODERN 
RAILROADS 


GREATER SALES POWER 


t 


MORE EVIDENT THAN EVER 
in NIAA outline form! 


Sales Power, of course, is an 

intangible but... Modern Rail- 

roads has prepared a presentation 

based on the outline recommended 

by the National Industrial 

Advertisers Association... here are 

tangible facts—-conclusive demon- 

stration of Modern Railroads 

tremendous Sales Power. 

.. It’s BIG in format, Editorial impact and Readership 


... it’s Beautiful—write for sample copy and see! 
.. it's POWERFUL —use it, and know! 


ODERN ©: 
AILROADS 


201 North Wells Street CHICAGO 6, ILLINOIS 


NEW YORK 17—441 Lexington.Avenve CLEVELAND 15-1154 Hanna Bidg. 
PASADENA 1-423 First Trust Bidg. ATLANTA 3-—5 IVY BLDG., N.E. DALLAS 1—1025 National City Bidg. 


Send for your copy today 
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editorially 


New Research Techniques 


® Since the subject of industrial advertising re- 
search is uppermost at present in the minds of 
all concerned with the advancement of the field, 
we were very much impressed with the remarks 
of J. Stanford Smith, advertising and sales promo- 
tion manager of the apparatus division of General 
Electric Co. on the occasion of his receiving the 
IM award as the Industrial Advertising Man of 
the Year. 

In acknowledging the award for the outstanding 
industrial advertising of 1951, Mr. Smith referred 
with special emphasis to the value of research, 
and particularly to the use of newer techniques, 
including depth interviews, designed to measure 
sales impact as distinguished from readership 

Readership studies of the Starch type are fa- 
miliar to all advertising men, and they undoubted- 
ly have a value. However, since readership and 
sales impact are obviously two different factors of 
advertising value, and one may not turn out to 
coincide with the other, it is evident that some 
more penetrating types of research are needed to 
get the answers the advertiser is most interested 
in. 

Actually, it may be admitted that because the 
various attention devices which are employed in 
advertising are familiar to most copy men, they 
are frequently employed to assure satisfactory 
readership ratings, and sometimes these are 
achieved at the expense of sales impact. This is 
probably truer in the general advertising field 
than in the industrial, but it is a factor worth 
noting. 

In the impact type of research, which has been 
developed by Dr. George Gallup and Dr. Claude 
Robinson particularly, the objective is to deter- 
mine how well the reader has absorbed the sales 
story of the advertiser, and how convinced he has 
been. The same facts can be developed by depth 
interviews, which are best suited to determining 
the over-all effect of a company’s advertising, 
rather than the result of any one advertisement. 

Many advertisers who have had relatively low 
readership ratings may find, through the use of 
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the newer research methods, that they have ac- 
tually done a better selling job with their adver- 
tising than indicated, since they may discover that 
while they attracted fewer readers, they were well 
sold and therefore were further along in the buy- 
ing process than would have been the case through 
casual readership. These are all factors to keep 
in mind in planning research projects. 


Engineers Can Help Advertising 


# We recently had an opportunity to sit in with 
a group of engineers who were discussing adver- 
tising. They wanted to analyze advertising pro- 
cedures and to see how they might fit into a plan 
of helping their companies to make their adver- 
tising investments more profitable. 

Obviously the engineer who designs a product 
or has the responsibility for supervising its pro- 
duction knows a lot about it that should be help- 
ful in its promotion. It is also true that most sales 
and advertising departments lean heavily on the 
engineering staff to develop valid and legitimate 
sales and advertising features. 

A better understanding on the part of engineers 
of the importance of their contribution to mar- 
keting effort would be very much worth while, 
however, if only to increase their appreciation of 
the part advertising plays in the marketing of their 
products, and their enthusiasm for helping the ad- 
vertising and sales promotion departments of their 
companies to build advertising that will make a 
positive contribution to sales. 

One plan which might well be considered is to 
have at least occasional joint meetings of the sales 
and advertising and engineering groups, so that 
they can study each other’s activities and develop 
ways of coordinating them to best advantage. 
Engineers insist on accuracy in product descrip- 
tions and applications, while sales and advertis- 
ing men are looking for outstanding features 
which will increase saleability. 

By working together, both objectives can be 
attained much more readily. 





To all advertisers (and their agencies) 


who sell through 


Industrial Distributors 


announcing 


The First Annual Advertising Awards of the 
National and Southern Industrial Distributors’ Associations 


A new opportunity for manufacturers 


to secure national recognition 


THE INDUSTRIAL DISTRIBUTOR is 
the vital link that connects an industrial 
supplier with the users of his products. 
The purpose and objective of these 
awards is to encourage and stimulate the 
use of advertising addressed to the buyer- 
users of industrial supplies and equip- 
ment that points out the benefits of the 
many functions of Industrial Supply Dis- 
tributors. Specifically, advertising that 
contains factual statements and _ illustra- 
tions demonstrating the economies and 
benefits which buyers receive from Indus- 
trial Distributors 


IF YOUR COMPANY, or one of your 
clients, sells through Industrial Distribu- 
tors, this gives you an opportunity to 
show Distributors what you have been 
doing to promote their function—an op- 
portunity to secure national recognition 
from Distributors . an integral part 
of the manufacturer's sales force. 


AWARDS 


Awards will be in the form of mounted 
plaques for the winners in each of the 
five entry classifications, with engraved 
certificates for honorable mention. Actual- 
ly, the “pay-off rewards to the winners 
will be in the acknowledgment and 
recognition they receive from Distribu- 
tors the country over. 


The five entry classifications for which 
awards will be given are: 


CLASS A—Best single direct mail piece 
which demonstrates at least one of the 
many economic functions of Industrial 
Distributors 


CLASS B—Best series (two or more) of 
direct mail pieces demonstrating the eco- 
nomic functions of Industrial Distrib- 
utors. 


CLASS C—Best single business paper ad- 
vertisement which features the benefits 
to user-buyers from buying through 
Industrial Distributors. 


CLASS D—Best series (two or more) of 
business paper advertisements featuring 
the benefits to the user-buyers from buy- 
ing through Industrial Distributors. 


CLASS E—Manufacturers’ catalogs in 
which the Distributor Services are in- 
cluded as plus values. 


NOTE: All publication advertisements, 
direct mail pieces, and catalogs submitted 
must be addressed to users of products. 
Material addressed expressly to Distrib- 
utors is not eligible. 


To be eligible for consideration, material 
submitted must mention at least one of 
the many benefits to the product user from 
buying through Industrial Distributors. 


WHO IS ELIGIBLE TO ENTER—Any 
advertiser who normally sells all or 
part of his production through Indus- 


trial Distributors. (Advertising Agencies 
may enter work prepared for their cli- 
ents. Awards, however, will be made to 
the client.) 


Only material actually used by the ad- 
vertiser during the calendar year of 1951 
should be submitted for this First Annu- 
al Advertising Award. (Material planned 
for use during calendar year of 1952 will 
be eligible for next year’s competition.) 


DEADLINE FOR ENTRIES 
AND TIME OF AWARDS 


Post-marked deadline for all entries 1s 
Midnight, May 1, 1952 


Awards will be made in time to be an- 
nounced at the Triple Supply Conven 
tion, Traymore Hotel, Atlantic City, 
N. J., May 19, 1952 


Winning entries will be displayed in the 
booths of both the Southern and the Na- 
tional Industrial Distributors’ Associa- 
tions. Awarded plaques and certificates 
will be given out in time for winning 
suppliers to display them in their own 
convention booths 


Final judging will be by a committee 
composed of Albert W. Frey, Professor 
of Marketing, The Amos Tuck School of 
Business Administration, Dartmouth Col 
lege, H. F. Jones, 1950-1951, President of 
the National Association of Purchasing 
Agents, J. F. Apsey, Jr., President, Na- 
tional Industrial Advertisers’ Association 


SEND FOR ENTRY FORMS 
RIGHT AWAY 


Entry forms, complete rules, and helpful 
hints for preparing entries may be ob 
tained by writing: H. R. Rinehart, Ex 
ecutive Secretary, National Industrial 
Distributors’ Association, 19th and Arch 
Streets, Philadelphia 3, Pa 


Remember: deadline for all entries is 
midnight, May 1, 1952. Send for entry 
form and rules today! 





JOINT ADVERTISING COMMITTEE 
NATIONAL AND SOUTHERN 
INDUSTRIAL DISTRIBUTORS’ ASSOCIATIONS 





Space for this advertisement donated by MILL & FACTORY, a Conover-Mast Publication — 205 E. 42nd St., New York 17, N. Y. 
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Still Pulling . . 7h: 


Coppus inquiries 


effectiveness, get 


By Ernest Kundig 


® FOR EIGHTEEN YEARS Coppus Engi- 
neering Corp. has persistently pur- 
sued a policy of making Coppus 
blower ads pay off through high- 
quality inquiries 

Our success is the result of a very 
cold-blooded, statistical 
When we 
first took on the James Thomas 
Chirurg Co. in 1934, we told the 


agency that one of our primary ob- 


realistic, 


assessment of returns 


jectives was the creation of space 
ads that would pull inquiries which 
could be converted into orders. We 
didn't simply want a lot of inquiries 
We wanted a lot of good inquiries 
And we wanted them to continue 
year after year. In other words, we 
wanted measurable results 
Fortunately, our outlook on ad- 
vertising has always been of a very 
practical nature. We are not inter- 
ested in novelty for the sake of 
novelty. If we had been, we no 
doubt would have been unable to 
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gage copy 


have the satisfying result-story we 
have today. But our main interest 
in an ad is that it pays off. If it 
does, we will repeat it again . . and 
again. . and again 

Now, how can you tell if an ad 
is paying off? What standards can 
you use? 

The best way we know, consider- 
ing oul objective, is to count the in- 
them to see 


quiries and _ trace 


whether they ultimately result in 
sales 

Consequently, we set up a con- 
tinuing screening program on Cop- 
pus blower advertising. The ads 
themselves are designed for in- 
quiries, containing tailor-made cou- 
pons listing specific Coppus applica- 
tions plus space for the reader's own 
particular problem. As returns come 
through, we note which ads pulled 
the greatest number of inquiries 
These ads are tagged as successes 


and repeated 


The initial ads were so successful 
they could well have been repeated 
through the years, even if inquiry 
returns dropped off somewhat . . as 
they moré than paid for themselves 
in high-quality response. However, 
inquiries actually advanced. One 
year’s advertising showed an in- 
crease of 331% 


successful year in one publication! 


over the previous 


In 1952, for instance, the Coppus 
schedule includes an ad originally 
run in 1943 and it’s still going strong 
(see illustration) 

But inquiries alone are not our 
entire gage of success. 

Along with statistical assessment 
of coupon returns, we also screen 
our Coppus blower advertising in 
terms of trends. We noted at one 
point, for instance, that ads stressing 
product benefits more than human 
interest appeals were gradually be- 
We then began to 
put more emphasis on specific prod- 
ucts and less on human interest, 
basic advertising 


coming leaders. 


‘utaining the 
theme of health, safety, increased 
production. 

In 1947, a “dark horse” ad proved 
the winner. This newcomer, and its 
effect on 1951 Coppus advertising, is 
a good example of the thorough way 
in which inquiry-results are used to 
guide our approach. 

First prepared as a catalog page, 
it was inserted as a regular Coppus 
ad, complete with coupon, in 1947. 
Its emphasis was entirely product, 
unlike the other Coppus advertising 
running at that time. It produced 
more inquiries than any other ad in 
the 1947 series. 

Repeated in 1948, it was again a 
1949 and 1950 found it also 
in the lead . . as did 1951. In 1952, 
the “dark horse” of 1947 is due to 
. this time further sharp- 


success. 


run again . 
ened along product-interest lines. 
Besides keeping our eye on the 
advertising end of the inquiry pic- 
ture, we also take great pains to see 
that the follow-through is equally 
successful. All inquiries are prompt- 
ly answered, directly from our home 
office. We give as much informa- 
tion as possible and, wherever feas- 
ible, we submit a definite recom- 
mendation and price quotation. 
We find that an inquiry can be 
turned into an order most effective- 
ly if a positive answer is given and 
We also give the 


3 


prices quoted. 








Q - 


But 


Tennis is plainly not his racquet—but his 
business is your business! 


He and thousands like him make the buying 
decisions that make your wheels turn. They 
are the plant managers, works managers, 
master mechanics, superintendents, general 
foremen and the like... men who trigger 
the buying of industry. 


Put your money where your market is. Tell 
and sell these production executives through 
the pages of MODERN MACHINE SHOP 
—38,000 circulation—largest in the metal- 
working field. For details on low rates and 
high returns, write: 


MODERN MACHINE SHOP 
431 MAIN STREET 
CINCINNATI 2, OHIO 


~ Se 
Mo dern 


chine 
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selling of this type requires factual 
material which can conclusively 
demonstrate the available market 
potential, since the seller is trying 
to convince the buyer to explore 
unknown by-ways, and to that ex- 
tent at least, to pay somewhat less 
attention to his known, carefully 


explored markets 


Copy Affects Media Choice . . 
On the subject of advertising ob- 
jectives, the Marsteller report makes 
some unusually interesting obser- 
vations, especially from the stand- 
point of media 

“Space salesmen,” it says, “often 
overlook the fact that the creative 
the kind 


shape media 


objectives of advertising 
of copy, for example 
choices, too 

“To cite a hypothetical case, a 
machine tool advertising campaign 
which stresses jigs and fixtures for 
special machining operations may 
have been prepared for American 
Machinist and Machinery, but it is 
tool engineer talk, and is excellent 
copy for such a paper as The Tool 
Engineer Campaign objectives, 
and within them copy slants, have 
a great deal to do with media selec- 
tion 

“Anyone who has a strong voice 
in deciding objectives consequently 
has a direct or indirect bearing on 
media purchase 

“Most often, this person is the 
Next 


most commonly, he is the advertis- 


agency account executive 


ing manager. Third, he is a sales 
or general manager. In the larger 
agency-client setups, it is a meet- 
ing of agency creative and client 
creative staffs 

“The point here is that if the 
publishers of Purchasing, as a hy- 
pothetical case, plant an idea for a 
campaign which by content or slant 
is aimed at the purchasing agent, 
choice of Purchasing for a place on 
the schedule has been given a strong 
push.” 


Agencies Deny Consumer Bias. . 
With regard to types of media to 
be employed, the Marsteller report 


says: 
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“Almost as important as specific 
media is the decision on type of 
media; that is, how much for busi- 
ness papers, how much for news 
general 
consumer publications, etc. In this 
case we are talking about those 


weeklies, how much _ for 


companies which are almost strictly 
industrial, rather than those with 
both consumer and industrial prod- 
ucts 

“Though the advertising manager 
may have fairly complete authority 
as between two business papers, he 
may not have the same control to 
spend money for business papers as 
opposed to news weeklies. In some 
cases sales for more general media 
have been made to corporate sales 
or management executives. 

“Agencies have often been ac- 
cused of directing media dollars to- 
rather 
than business papers because of the 
higher page rate. There is un- 
doubtedly some of this, but it is not 
general. None of the advertisers 
questioned felt that their agencies 
One agency said that 


ward consumer magazines 


were guilty. 
it has several times pleaded with 
advertisers to give up ideas of ma- 
jor expenditures in consumer pub- 
lications. There is a growing trend 


among consumer publications to 
seek _ industrial 
coupled with advertising funds that 


are flowing more freely, has caused 


space and_ this, 


many advertisers to turn a portion 
of increased appropriations towards 
consumer media.” 

From the various conclusions 
reached by the Marsteller Co., it 
becomes evident that the role of the 
advertiser is a dominant one in de- 
termining budgets, selecting mar- 
kets for advertising, setting the ba- 
sic objectives of the campaign, and 
selecting the type of media to be 
used. The role of the agency varies, 
and in certain areas, notably that 
of determining objectives and copy 
slants and determining the type of 
media to be used, its influence is 
strongly felt 

Yet it appears obvious that even 
in these areas, the role played by 
the advertiser must, in the long 
Certain- 
ly, the advertiser dominates the de- 
termination of the size of the budg- 
et, and the decision as to which 
markets to enter, although even in 
these areas group action between 


run, be the dominant one. 


advertiser and agency and the inter- 
play of varying opinions can be as- 
sumed as a matter of course. 


Agency Vital in Tactics . . Mar- 
steller assigns the dominant role in 
the determination of advertising ob- 
jectives to the agency account ex- 
ecutive, but even here there is rea- 
son to believe that a further clari- 
fication of terms is needed. In de- 
ciding basic objectives, the client 
must perforce have the dominant 
voice; but in determining the meth- 
od by which those objectives can 
best be reached . . the copy slant, 
or the advertising strategy and 
tactics the account executive is 
an important force, usually in con- 
junction with the advertising man- 
ager. 

The agency, and particularly the 
account executive, is also an ex- 
tremely important point in deter- 
mining the type of media to be used, 
not only because the client expects 
the agency to be an expert on media, 
but also because the selection of 
types of media is so closely related 
to the copy slant and the strategy 
and tactics being employed in the 
advertising. But again it appears 
obvious that the more important 
such recommended changes are, and 
the more they contemplate variation 
from what the client has been do- 
ing previously, the more likely it 
becomes that specific decisions will 
be made by the client and fre- 
quently at management levels high- 
er than those ordinarily concerned 
with day-to-day advertising deci- 
sions. 

In the next article in this series, 
we shall examine the role of the 
client and the advertising agency, 
and the various individuals within 
both organizations, in selecting the 
individual publications to be in- 
cluded on the schedule . . the actual 
process of list making. We shall 
also delineate the six “typical types” 
of business paper space buying 
agencies, and the four “typical 
types” of industrial advertisers 
which emerged from the Marsteller 
investigation. 


Dorr Co. . ) manufacturer 
{ heavy processing equipment, has ap 
pointed Sutherland-Abbott, Boston, to di 


rect its advertising. 





Get Your Share of the 


HALF MILLION 


ORDERS AND INQUIRIES 


Produced Yearly by the 


CONOVER-MAST 


PURCHASING DIRECTORY 


More than 500,000 orders and buying inquiries 
that’s what industrial marketers now get per year 
from the Conover-Mast Purchasing Directory. 

Why is CMPD such a tremendous business pro- 
ducer? 


In the first place as the NIAA survey shows 
more industrial buyers contact you through directories 
than through any other source. And the amount of 
“contacting” being done now is breaking all records, 
with more and more plants doing defense work 
which means new processes, new equipment, new ma- 
terials new suppliers. 
you get more industrial cover- 
from the Conover-Mast 


In the second place 
age 70 per cent more 
Purchasing Directory. 

And there’s a third point industry finds that 
CMPD cuts supply source-finding time in half. Time- 
saving “tools,” whether in office or shop, get first pref- 
erence. That’s why an increasing number of industrial 
executives use CMPD exclusively or reach for it 
first. 

“Size and arrangement make it a big time-saver in locating 
sources of supply. We rely on it 100%.” 

R. S. Wood, Gen. Mer., North Central Dit 
Link-Belt Cc Minneapolis, Minn 

“Due to convenience, it has become our favorite buying guide 
—always at my right hand.” 


James L. Bate 
Rockwell Mfg. ¢ 


Production Mer 
Regulator Div., Norwalk, Obi 


Conover Mas? 


PURCHASING 


DIRECTORY 


737 NORTH MICHIGAN AVENUE, CHICAGO 11, ILL 


*Based on a 
nq survey 
fantin 


f CMPD 


“Just the right tool to save hours of fruitless searching. 
valuable.” 

I 1. Robinson, Chief Proce Engineer 

McCray Refrigerator (¢ Kendallville, Ind 
“Takes precedence over other directories due to its comprehen- 
siveness. An accurate immediate guide. 

J. F, Anderson 

Todd Shipyards Corp., New York, N. ¥ 

How does CMPD achieve completeness and “high 
source-finding speed”? By sticking strictly to its 
knitting the industrial field. No listings of prod- 
ucts outside of industry no non-industrial adver- 
tising no non-industrial circulation. 

That’s half the story. The other half is an up-to- 
the-minute indexing system that carves away useless 
“fat” caused by duplication to quintuplication of list- 
ings. In CMPD the industrial buyer with an order or 
inquiry for you, finds your name in half the time. 

More than 2,250 firms selling to industry are now 
making use of the tremendous selling power of the 
Conover-Mast Purchasing Directory. The cost is 8o 
low it will astonish you. Drop a line to 


CONOVER-MAST PURCHASING DIRECTORY GIVES YOU ALMOST 
AS MUCH MANUFACTURING CIRCULATION AS THE 
NEXT TWO DIRECTORIES COMBINED TOTAL 
CIRCULATION 
25,011 CCA 


(Dec. 1951) 


19,943 ABC 


(Dec. 1951) 


17,896 CCA 


(Dec. 1950) 


ALL OTHER f_] 


CMPD 2,852 


THOMAS’ 
REGISTER 
MacRAE'S 
BLUE BOOK 


MANUFACTURING CIRCULATION [iM 
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Job titles can fool you 





have from 100 to 499 employes, and 
several hundred thousand are in 
the “less-than-100-employes” brack- 
et 

But even in the large companies, 
the top man got his job and holds 
it by a particular ability in produc- 
tion, designing, selling, advertising, 
accounting, or law, depending on 
the type of business. The medium- 
size and smaller companies can't 
afford high brass that does nothing 
but administrate. Everyone has to 
help make, design, or sell, so rele- 
gating a man to a misty grouping 
like “top management” or “admin- 
istration” isn’t fair to him or to the 
verities 

So inexact is titling in industry 
that the U.S. Department of Labor 
was prompted to issue a warning 
on the subject. It reads in part 
“Another complicating factor is 
the lack of uniformity of job titles 
and job content. In the same in- 
dustry or area, the same job title 
may be used for dozens of dissim- 
ilar operations.” 

With titles offering little aid in 
occupational classification of those 
who control and influence the pur- 
chase of your product, you might 
think that the title, plus a state- 
ment of chief job responsibilities, 


would make the assignment easy 


Duties Overlap . . But paradox- 
ically the statement of duties often 
does nothing but furnish additional 
evidence of the impossibility of 
executives in 
Over- 


| 
lapping of responsibilities among in- 


placing industrial 


neat, clean-cut pigeonholes 


dustrial executives is the rule rather 
than the exception 

Illustrative of multiple respon- 
sibilities are the following actual 
examples taken from a readership 
study recently made by an indus- 
trial marketer The 
themselves stated titles and chief job 


(See table above.) 


respondents 


responsibilities 

These are typical statements of 
chief responsibilities, not all respon- 
sibilities. Humanly, the industrial 
executive emphasizes the functions 
to which the highest prestige at- 
taches. The president who came up 


through the shop and whose heart 


Title 


Chief job responsibilities 





Vice-president 

Plant engineer 
Vice-pres. and sec’y. 
Vice-president 

Chief engineer 

Sales manager 
Engineer 

Vice-pres., and treas. 


Factory manager 


General manager 
Vice-president 

General manager 
Vice-pres. and gen. mgr. 


Sec’y.-treas. 


remains in the shop is likely to state 
his major function as administra- 
tive, even though the greater part 
of his energies is devoted to shop 
supervision. Supervision, of course, 
is at least a step-brother of ad- 


ministration 


Half This, Half That. . The title 
“general manager” connotes admin- 
istration, and that superior classi- 
fication might be specified by a man 
who is the motivating force in de- 
sales, or 


sign, or production, or 


something else. He might spend 


the greater part of his time and 


energies in one or several of these 
capacities But in occupational 
classification there is no such thing 
as proportional representation, no 
provision for the man who says, “I 
suppose you could say I’m one- 
third designer, one-third manufac- 
turing executive, and one-third ad- 
ministrator.” 

In making occupational analyses, 
you don't deal in fractions. The 
man who is half one thing and half 
the other gets tossed wholly into one 
bin or the other. And which bin 
poses some pretty questions 

The fractions are highly impor- 
tant. Say a certain individual spends 
40°; of his time in a given function 
The minority function goes by the 
board when men are classified by 
what they say is their major func- 
tion. But the 40 
given industrial executive devotes 


of the time a 


to production, design, purchasing or 
some other job may be the reason 


he is on your salesmen’s call lists 


With a man tossed wholly into one 
bin or another, the very part of his 
job that is the reason he is on your 
list goes down the drain. And these 
are not rarities. 

Oecasionally there is even direct 
conflict between title and the stated 
chief responsibilities. Into what bin 
shall we toss the vice-president and 
general manager who specifies his 
chief responsibilities as “production 
and purchasing?” Does he go un- 
der administration? Or production? 
What of the chief 
engineer who cites his functions as 
estimating?” 


Or purchasing? 
“sales, design, and 
Does he go into the sales bin, or 
design? 

Where shall we place the vice- 
president of a company making 
measuring appliances who reports 
his functions as “sales and plant 
management?” If we allot him to 
the sales bin we ignore the very 
function that causes him to be on 
an industrial marketer’s salesmen’s 
call lists. 

Should John Jones, president of 
a 25-man machine shop, be placed 
in the administrative classification 
yeneral Motors’ Alfred 
P. Sloan? Both are heads of man- 
ufacturing businesses. John Jones’ 
major function, of course, is actually 
more closely identified with that of 
a foreman in one of General Mo- 


along with 


tors’ plants. 
In the 
companies, and they comprise the 
great majority of companies in the 
market, men with ad- 
essentially 


smaller manufacturing 


industrial 


ministrative titles are 





UP go the results... 


Often the greatest test of an advertising medium is not what it 
will do all by itself, but what it will do when harnessed to an 


existing advertising program. 


The REVIEW OF THE WEEK works out particularly well in such 
a situation. Not only because it is a highly potent part of one 
of the world’s most powerful advertising media, the Sunday 
New York Times...not only because as a newsreview it has an 
extremely avid readership...not only because it reaches more 
than 1,100,000 better-income families every week, including 
many of the influential businessmen on your prospect list... 


But most particularly because no other executive medium packs 
so much of its punch in America’s richest, busiest industrial 
counties, all within a 500-mile radius of New York. Here in this 
industrial supermarket, the REVIEW OF THE WEEK has 90‘/ of 
its coverage, where most magazines for businessmen average 
only about 404°. Where your list is weakest, The Times is 
strongest. 


DOWN go the costs... 


The REVIEW OF THE WEEK not only gives you newspaper impact 
and spontaneous reader responsiveness...it gives you newspa- 
per low cost per thousand. Thirteen 600-line units (equivalent 
of a magazine 7 x 10 page) average out at as little as $1.15 per 
space unit per thousand. So you see, you can add the REVIEW OF 
THE WEEK to your program right now for so little more. 


Che New ork Gimes 
REVIEW oF THE WEEK 


the newsreview you get every Sunday 
exclusively with The New York Times 














This is 


shown by the nature of the business 


plant and design-minded 
papers they read. An_ industrial 
marketer who sells mainly to the 
metal-working field made a survey 
which bears out this point. One ex- 
ample from the survey: five presi- 
dents and one general manager 
listed publications which they read. 
One president read only a design 
and engineering publication . . an- 
other top executive read six pub- 
lications in the metals field, with 
strong emphasis on product design 
and plant methods. 

We all yearn for truth, the exact 
We would 
like to be able to say, “In the pur- 


truth, and nothing but. 
chase of our product, production 


executives exert 36.55°, of the 
influence, 
33.71%, 


istrative 


purchasing executives 
design 18.67°%, and admin- 
11.07¢; Although | this 
bears the cloak of meticulous ac- 
curacy, it is unavoidably inexact, 
owing to industry's catch-as-catch- 
can system of executive titling, plus 
the habit of hanging more than one 
job on executive shoulders 
Therefore, it 
touch of cynicism toward your own 


pays to retain a 
or anyone else’s neat tables that 
purport to reveal, through title and 
functional analysis, what any in- 
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dustrial occupational group has to 
say about giving you an _ order. 
Don't ignore entirely one group of 
titles or listed job functions which 
may appear useless as a_possibie 


There 


may be more behind those titles and 


market for your product. 


functions than meets the eye on a 
table of statistics 


Employe, public relations 





open house through a series of ar- 
ticles. Plant bulletin boards were 
used, and display advertising was 
carried in the area newspapers. 
One open house bugaboo is park- 
ing for visitors areas are often 
too small, too far from the scene 
of action, or poorly managed. Thil- 
many appears to have established 
more favorable relationship with the 
local constabulary than most indus- 
Kaukauna’s 
Finest not only installed “Restricted” 


trial enterprises, for 


signs, but also handled the traffic. 
Because the buildings were some 
distance apart, buses were hired to 
shuttle visitors back and forth. 
Even the refreshments were served 
under local direction, with girl em- 
ployes and guides taking care of the 


guests. A local cheese manufactur- 
er furnished cheese products for the 
three weeks of the open house. 

Open house planners often fail 
to think of first aid. At Thilmany, 
first aid crews were constantly on 
the job, ready for any emergency. 
Guides were instructed to call a 
foreman if a guest wished to drop 
out of the tour for any reason. 
(Some of the older folks find them- 
selves overtaxed midway in a tour, 
and it’s a wise idea to make some 
provision for them.) 

Cameramen from the mill and the 
outside were given listings so they 
would know where to go, whom to 
photograph, etc., and a mill movie 
“Where There’s Smoke, 
There’s Prosperity,” drew full audi- 


called 
ences. It is a low-pressure pres- 
entation, and spotlights in easily di- 
gestible terms such themes as em- 
ployment, company operations, taxes 
and similiar topics. To make sure 
nothing had been passed over on 
the tour, the sponsors gave each 
guest a souvenir booklet, highlight- 
ing the tour and explaining the im- 
portant points about paper-making. 

Some open houses have collapsed 
utterly as a result of the guides’ 
failure to know their jobs. This, 
of course, is the fault of the com- 
rather than of the guides 
themselves. In this case the guides 
were chosen, well in advance, on 


pany 


the bases of good appearance and 
familiarity with plant operations. 

Two general meetings were con- 
ducted for the guides, as well as a 
preview tour for those less familiar 
with the company’s total operations. 
acted as departmental 
guides, meeting each tour group at 
their department, and assisting the 
tour guide in explaining how the 
Tours were 
set up in groups of not more than 
fifty, because bus space was limited 
and because the group was the right 
size for the tours. Actually, one 
guide was assigned to about each 
ten people. This gave the visitor 
a chance to ask questions more fully 
and frequently. 

The public response to the three- 
weeks series was obviously gratify- 
ing to Thilmany officials. They 
were able to point to the fact that 
the open house program had actual- 
ly resulted from the demand of the 
people for it. 


Foremen 


department operated. 
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_..To POWER INDUSTRY SALES 


If you depeid on personal calls alone to sell the electric power WHAT THEY BUY 
industry, || is w long haul to sales results. But there is an easier 


way to co 
Electric Light and Power reaches every key executive in every 
prope't ry month. It is the only publication that does. Street Lighting Equipment 


Generating, Transmission, Distribution and 


Metering Equipment 





With tlectric Light and Power you can put your sales story on c : eon 
the desk of every key man in the industry—the men who direct seein 
the purchasing. 

And your story will be seen and read! Evidence proves that eee 
the readership of Electric Light and Power is extremely high. We SR oa tgs le 
will be glad to show you the evidence. ond trangty teReinte tadetrl and inate 

, ; k : - tional purchases of Utilization Equipment. 

Electric Light and Power is edited exclusively for the power 
industry. Its editorial coverage is complete. Key men know this and Electric Light and 
look to it as a reliable source of information. g 

Sales to the power industry are now booming. It is estimated Power Is the Only 
that the industry will spend more than $38 billion for expansion in Magazine Serving 
1952 alone. This is a rich market. To get your share, keep your 
story in front of the key men through the pages of Electric Light The Electric Power 
and Power—the power industry’s own publication. Industry Exclusively. 


Building Materials 





h 1952 /97 








Problems in marketing 


> £4 





years progress you will feel sure 
4 more and more information on 
which you can base your marketing 
judgment. 


Good personnel booklets 


blend advice and tact 


® MOST LARGER have 
these and will be glad to send you 
copies. We are sending one aver- 
age sample under separate cover. 


companies 


The difficult task seems to come 
in developing a happy medium be- 
tween telling employes what they 
must do and asking for their co- 
operation The office and plant 
managers’ knowledge of what must 
be accomplished plus the advertis- 
ing manager's gentle touch and art 
of persuasion are needed to develop 
a good book that will be firm but 
friendly . . one that will inspire 
teamwork and cooperation. 

We recently came across a very 
beautifully prepared plant manual 
Each order was illustrated with an 
interesting cartoon but in each case 
management barked out you must 
do thus and so. “However, if you 
don't do this you will be subject 
to disciplinary action, suspension or 
dismissal, etc.” The good art work 
and the pleasing cartoons were com- 
pletely killed by the harshness of 


the message. 


Should mailing lists 


include names and titles? 


® WE ARE NOT sure there is any 
current Your decision 
probably should be based on your 
belief that you can get correct titles 
and then accomplish the much more 
difficult job of keeping these titles 
correct when you get them. 

Many 
record them on their mailing lists, 
but do not add them to Addresso- 
graph plates. They believe that, 
while they may able to keep the 
personal name correct, the man may 
be advanced in his company and 
there is likely at least to be a cer- 
tain lag in adding the new title. 
Frequently a man is unhappy if he 
is addressed by his older and lesser 
title 

We congratulate you on adding 


practice. 


companies get the titles, 


personal names because it is a really 
difficult task to keep a_ personal 
name mailing list up to date. We 
would suggest that you omit titles 
unless you feel sure you can keep 
them up to date at all times. 


Employe economic education 


can be an advertising job 


® BASIC WoRK here should prob- 
ably be done by your labor rela- 
tions and personnel departments 
However, you certainly can be of 
great help in studying various ma- 
recommenda- 


terials and making 


tions 

There are many articles, pamph- 
lets and booklets available, as well 
films, movies, and short 
courses Following are 
sources you might check to ad- 


as still 
several 


vantage: 
Dr. George S. 
Harding College, 


Benson, Freedom 
Forum, Searcy, 
Ark 

Ross Roy, Inc., 2751 E. Jefferson 


Ave., Detroit 7, 
with booklets. 

Movie film, “In Our Hands,” pro- 
duced by Inland Steel Co. and Borg- 
Warner, now distributed by Amer- 
ican Economic Foundation, 140 E. 
Ontario, Chicago. 

Republic Steel Co. has worked 
with the University of Chicago in 
preparing a short course that is par- 
ticularly good. I believe inquiries 
addressed to Republic Steel Corp., 
Cleveland, or the University of Chi- 
cago, Chicago, Ill., would bring you 
the necessary information. 


supplies still films 


top management 


forum 


ntinued from page 49 





for intensive selling in recognition 
of the importance of proper vehicle 
maintenance in the present econ- 
omy. 

There has been some improve- 
ment in our back order situation, 
but the problem has not, in recent 
years, been large enough to have 
any measurable effect on our ad- 
vertising plans. Material shortages 
have been troublesome at times, 
and probably will continue to be so. 
However, we feel it would be most 
sensible to establish our advertis- 
ing program on the supposition that 
needed materials will be generally 


available. 


Joseph C. Andrews vice-president 


hasing, American Hard 

New Britain, Conn., has re 
36 years’ association with the 
Emicgh, Jr., former as 


Wr 
MI 


An employe publication survey . . has 


nitiated by the International Coun 


t 


tors in 

a world-wide scale, the 

{ time industrial editors spend on 

I how readership is checked, 
methods of distribution, size and salaries 
{ staffs, editorial training, circulation and 
Phil Dehlberg, ‘Put 


Chicago, heads the sur- 





aboot CHEMICAL ENGINEERING 


FOR RAW MATERIALS ADVERTISERS 
INTHE CHEMICAL PROCESS INDUSTRIES 


RW. HOOKER. vice PRESIDENT IN CHARGE OF 
saces, HOOKER ELECTROCHEMICAL CO. 


SAYS,” THE PRODUCTION- ENGINEERING AUDIENCE WHICH 


CHEMICAL ENGINEERING provides is oF GREAT 
IMPORTANCE TO US IN OUR DISTRIBUTION OF CHEMICALS 
FOR THE CHEMICAL PROCESS /NDUSTRIES. THAT IS WHY C.E. 
HAS BEEN AN IMPORTANT FACTOR IN OUR ADVERTISING PROGRAM 
SINCE i910.“ a 
j THE BIG SAY-SO /- 

PRODUCTION ABS A VITAL INFLUENCE 

a SPECIFYING CHEMICAL RAW 


TERIALS BECAUSE PRODUCTI 
RESPONSIBLE FOR THE FINISHED 
PRODUCT. ANDC.&. HAS MORE 
PRODUCTION-ENGINEERING -PLANT 
OPERATING SUBSCRIBERS THAN ANY 

OTHER PROCESS PUBLICATION. 














NO BETTER INDICA: TOR... 
_OF THE INTEREST OF C.E, READERS 
IN RAW MATERIALS. INTHE ADVERTISING 
Sihich NaebaNG 
THEY 
THE BEST SOURCE RECEIVED 5076 MORE READERSHIP THAN 
OF ALL.... ON*WHO ANY OTHER PRODUCT CATEGORY. SIX OF THE 
BUYS RAW MATERIALS” TOP 20 BEST-READ ADS 
ARE THE MEN WHO SELL ‘ WERE ON RAW MATERIALS. 
THEM. C. E. SURVEYED ; 
THE SALESMEN'S ASSN 
OF THE AMERICAN 
CHEMICAL INDUSTRY. 
PRODUCTION RANKED 
AT THE TOP. 
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A McGraw-Hill Publication 
330 West 42nd. Street, New York 18, N. Y. 
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12 Issues 
a year 


Value to readers of 
“Proceedings of the I.R.E.” 


In 1951 this vital engineering journal 
published 1594 
equals on a word count basis 3188 pages 
text, the 
(This 


product 


pages of text, which 


in a standard engineering 


equivalent of six 540 page books. 


of all 


stories and some departmental reading 


is exclusive advertising, 


matter.) 


Since “Proceedings of the 
L.R.E.” 
source of radio engineering information. 
the 

field. 


are often years ahead 


1912, 
has been the authoritative 
most 


Its 


In reference indexes it is 


quoted publication in its 


research papers 


of manufacture and point the 


future 


way to 


developments. It is generally 


acknowledged that no other single 


medium has contributed so much to 


the advancement of radio-electronic 


science. 
member receives ““Proceed- 
LR.E.” as 


membership. It is a 


Every IRE 


ings of the part of his 


treasured asset, 
and a working tool in his “equipment” 


as an engineer —- a source of knowledge. 








Radic Engineers 
have joined 


THE INSTITUTE OF RADIO ENGINEERS 


Benefit from 
IRE Meetings — 


_ 


meetings are held in 74 
More than 
for 


engineering 


IRE 


cities throughout the world. 


Section 


700 such meetings are held a year, 
and discussing 
Wherever 


engineers, an 


hearing 


papers. there is a concen- 


tration of active section 


serves IRE Members on a geographic 


basis. 


In addition, there are 16 Professional 


Groups which hold meetings on special- 


ized subjects, or branches of radio, 


ranging from audio to airborne elec- 


from broadcasting to nuclear 
These 


study 


tronics, 


science, groups provide special- 


ized into the deep corners of a 


gigantic technology. 


These meetings, together with the 


regional and national conventions and 
exhibits, are provided for IRE members, 


to keep them ever abreast with the 


advances of their chosen science. 


*ABC Statement of Dec. 31, 1951 for all member- 


ship from young to senior engineers. 


rH eo 
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al 
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IRE Services to Members 


and Industry — 
Here in the IRE Headquarters Building 
at 1 East New York City, 


a busy staff of editorial people work on 


79th Street, 


the magazine, and another group pro- 


cess applications and service corres- 
The _ technical 
organizes professional groups, and forty 
which 


and establish standards in 


pondence department 


standing technical committees 
keep order 


the world’s fastest growing science. 


Four rooms are constantly busy with 
technical meetings, which serve mem- 
bers and industry by coordination and 

” 


clarification, expressed in “Standards 


and the annual “IRE DIRECTORY”. 


THE INSTITUTE OF RADIO ENGINEERS 


Established 1913 


A Balanced Promotion Package 
“Proceedings of the I.R.E.” The IRE Directory 
The Radio Engineering Show 

303 WEST 42nd STREET, NEW YORK 


Circle 6-3026 





TELL THE 
RADIO 
ENGINEERS _ 


18, N. Y. 








NIAA 


Chapter activities 
of the National Industrial 
Advertisers Association 
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$38,230 pledged to institute 


109 advertisers, agencies, 
publishers contribute funds; 
NIAA rel list of d s 





@ NEW yorK . . Some $38,230 has 
been pledged by 109 contributors to 
the NIAA Industrial Advertising 
Research Institute. 

The contributors include indus- 
trial advertisers, advertising agen- 
cies and business paper publishers. 
The total of pledges will rise as the 
fund-raising campaign continues in 
the months ahead, Bennett S. Chap- 
ple, Jr., assistant executive vice- 
president, U. S. Steel Co., chairman 
of the institute’s organization com- 
mittee, predicted. He said that 
pledges are coming in regularly at 
NIAA headquarters. 


The list of advertisers, agencies 


An award 


J. Stanford Smith, ad manager, 
receives IM’s 


General 
Electric's Apparatus Div., 
14th annual award as “industrial ad man 


of year” from IM Publisher G. D, Crain Jr. 


and publishers includes: 
Advertisers 
American Aviation Publications, Washing 


Association of Pittsburgh; 
ton; American Society for Metals, Cleve- 
land; Anaconda Wire & Cable Co., New 
York; ‘Automatic’ Sprinkler Corp. of 
America, Youngstown, O.; Wesley Aves & 
Grand Rapids, Mich.; 
Reading, Pa 
Black & Decker 
Blaw-Knox Co. 


Associates, Beau 
mont, Heller & Sperling 
Beeson-Reichert, Toledo; 
Mfg. Co., Towson, Md.; 
Pittsburgh; Bunting Brass & Bronze Co., 
Burroughs Adding Machine C 
Brooklyn; 
Hamilton 


Toledo; 
Detroit; Cameron Machine Co. 
Canadian Westinghouse C 

Ont.; Carpenter Steel Co., 
C. P. Clare & Co. 
Engineering-Superheater, New York; Comr 
ton Advertising, New York; 
Pasadena 


Reading, Pa.; 


Chicago; Combustion 


Consolidated 


Engineering Corr alif.; “Con 
structioneer,”” South Orange, N. J.; Cooper 
Hillside, N. J 
Bessemer Corp., Mount Vernon, O.; Cor 
page 104 


Alloy Foundry Co. Cooper 


continued 9on 


to talk about 


The award was presented at a meeting of 
the Industrial Advertising Association of 
New York. 
meeting were (from left): 


Talking things over at the 
K. S. Putnam, 


CwWes 


National headquarters * 1776 Broadway, New York 19, N. Y. 
John F. Apsey,. Jr., president 
Blaine G. Wiley. executive secretary 


Smith gets IM award, urges 
2% of budgets for ad research 


@ NEW YORK . . INDUSTRIAL MARKET- 
1nc’s 14th annual award to the “in- 
dustrial ad man of the year” was 
presented to J. Stanford Smith, ad- 
vertising manager, apparatus divi- 
sion, General Electric Co. at a 
meeting of the Industrial Advertis- 
ing Association of New York. 

The award was presented by G. 
D. Crain, Jr., publisher of IM and 
Advertising Age. 

Accepting the award, Mr. Smith 
asserted that every industrial ad- 
vertiser “should invest at least 2% 
of his budget regularly in advertis- 
ing research. No other expenditure 
can yield so great a dividend.” 

“The future of industrial advertis- 
ing,” he said, “rests in its develop- 
ment as a science of communication 
and persuasion. Copy must give 


continued on page 104 


G. M. Basford Co.; Harry W. Smith, Jr. 
Harry W. Smith, Inc.; 
Shell Oil Co.; Karl Zoliner, “Steel; and 
Michael Sturm, Crucible Steel Co. 


Charles Shugert 
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INIAA a... 


aa “Income tax did a better 


job for accounting practice in this 
country than any other single force 
F. M. Feiker, 


Associated Business 


ever exerted,” execu- 
tive secretary, 
Papers, asserted at a meeting of the 
Technical Publicity Association, 
New York 

“Four main forces at work creat- 
ing industrial opinion in this coun- 
try,” he said, “are trade and tech- 
nical schools; the trade association 
movement; the business press; and 
sometimes by law, 


Because of 


government 


sometimes by service 


income tax laws, every man was 
forced to keep books, according to 
a definite plan. Accounting practice 
was thus established almost over- 
night, a creation of industrial opin- 
ion in that sense. This was an im- 


mense advance for all companies.” 


# A minor skirmish turned up in 
the ranks of the Chicago Engineer- 
ing Advertisers Association after C. 
H. Fernald, professor of advertising, 
University of Illinois, presented his 
views on direct mail. 
Personalization is the keynote to 





How industrial advertising 


This is the ninth in a new series 


case histories collected by the committee 


on advertising effectiveness of the NIAA 


M. R. Budd 


K 


® MY FAVORITE STORY about indus- 
trial advertising is not about how 
it helped us sell, but about how it 
helped us buy 

Powder Co. uses 100 


tractors in its wood-clearing opera- 


Hercules 
tions in the South. The company 


uses many other pieces of giant 
equipment in the operations, which 
include pulling stumps out of the 
ground and handling them for de- 
livery to the plant. 

The director of operations was 


formerly department sales manager 
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oid Ort 


He also formerly had been a staunch 
supporter of direct mail over busi- 
ness paper advertising. 

One day he told me of the great 
savings that the company was mak- 
ing in a special type of chain used 
to handle the wood. Chain is a big 
item in the woods operations. So, 
he said, the savings on this type of 
chain amounted to thousands of dol- 
lars annually 

Asked how he first learned about 
this type of chain, he replied that he 
had read an ad in a business paper 
and had clipped the coupon for fur- 
ther information. Further, he said 
he now realized that all types of 
advertising were necessary and that 
he, for one, had become a great be- 
liever business paper advertising 
since he had lately found leads in it 
that really paid. 


direct mail advertising, the profes- 
sor said, and the only way your 
direct mail will get a hearing is to 
make the person to whom it is ad- 
dressed feel that he is the only one 
receiving the mailing piece. 

Said one advertising manager: “If 
there is any indication you have 
something to sell, you are lost, ac- 
cording to the professor. Is this 
really the case? Personalization, to 
my way of thinking, means selecting 
your mailing list so your prospect 
will appreciate your proposition on 
the basis of his need . . then starting 
your story with what you can do for 
him.” 

Said another ad manager: “Let’s 
try to make clear-headed thinking, 
well defined purposes and a capacity 
for hard labor the real symbols of 
advertising. Let’s insist colleges 
teach from such a basis, so advertis- 
ing as a business can get a square 
deal from the start. Every so often 
when we believe advertising and its 
processes are moving along safely 
legitimatized channels, as any “busi- 
ness should, the idea breaks out in 
a new spot .. the idea that basically, 
advertising is designed to fool peo- 
ple. 

“Advertising men must discharge 
one main responsibility . . any latent 
thought in business that advertising 
is in any sense a bag of tricks, or 
that good advertising must be 
‘clever.’ Industrial advertising is 
telling the story of the utility and 
economic practicality of a product 
to groups of possible present or fu- 
ture buyers.” 


= “Inquiries should, in most cases, 
not be considered as inquiries at all, 
but merely as leads, unless the 
wording of the reply indicates it to 
be a live inquiry,” S. T. Scofield, ad 
manager, Fairbanks, Morse & Co., 
told members of Chicago’s EAA. 
Probably a large part of the wastes 
attributed to advertising has been 
caused by foolish handling of in- 
quiries, he said. 


An Award for Design Excellence i<_e 





Who will be running the metalworking 
plants of 1960? 


Of this we can be sure—in many cases the men running 
metalworking plants in 1960 will not be the same men 
who are running them today. A recent study of Erie, 
Pennsylvania, revealed that, in just 3 years, 56% of the 
companies had placed new men in one or more top 
positions. Imagine the high percentage of turnover 
by 1960! 


These new men will be mighty important people—quite 
a bit more important than their predecessors of the 
1950’s. Why? Because they will be responsible for 
operating a metalworking industry perhaps half again 
as large as it is today ... supplying an ever increasing 
demand generated by 18,000,000 more consumers in an 
economy which has expanded from a gross national 
product of $321 billion to $400 billion or more. 


These new men will be very important people for still 
another reason—they will be making the buying deci- 
sions. They will be deciding whether your product or 
your competitor’s is going to be used. Your success in 
selling to metalworking in the 1960’s depends upon the 
extent to which these men are favorably impressed with 
your company and your products. 





But how can you reach them—how ean you get your 
story across—when you don’t even know who they are? 


The answer is easy—but time is short. The men who 


will head the metalworking industry ten years from now 
are, almost without exception, working their way for- 
ward in lesser positions in metalworking today. But 
more important than that—essentially every one of them 
is an interested reader of several industrial publications. 
Every study ever made among leaders of industry 
proves this. 

Your advertising to metalworking men today is insuring 
your share in the tremendously expanded markets of 
the 1960's. The position you hold then will reflect the 
effectiveness of the job your company did in 1952... 


and 1955... and 1958. 


Penton publications have developed considerable 
marketing information which may help you in your 
long range planning. If you would like to study the 
progress of any segment of the metalworking industry 
or to analyze data bearing on future sales goals, we'll 
be glad to hear from you. 


™ PEN TON S3ueing 


PENTON BLILDING e CLEVELAND 13, OHIO 





Smith gets IM award 





information. If it does not follow 
the stereotypes of Madison Avenue 
liturgy, so much the better. Art and 
layout must add clarity and empha- 
sis, not confusion and distraction 

“To develop as a science, indus- 
trial advertising must make contin- 
uous use of research. We must ac- 
tively support such operations as 
impact testing, readership studies, 
interviews in depth, and the new 
Industrial Advertising Research In- 
stitute.” 

The winner of the “man of the 
year” award is selected by IM’s 
anonymous Copy Chasers, leading 
industrial advertising executives 
who write IM’s department of copy 
criticism. Mr. Crain, in presenting 
the award, said that the department 
stirred protests from some adver- 
tisers and agencies when it was 
started 14 years ago. But today, he 
said, the criticism is considered a 
constructive factor in raising the 
level of industrial advertising 

S. T. Henry of McGraw-Hill Pub- 
lishing Co. warned that shortages in 


many industrial lines have caused 


over-ordering in others and that, as 
a consequence, industrial marketers 
face their greatest challenge. As- 
serting that “we cannot continue to 
live half in a slump and half in a 
boom,” he said that new merchan- 
dising methods must be found o1 


some markets will be saturated 


109 contribute to institute 
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plan now to attend 


the BIG CHICAGO NIAA CONFERENCE 


“Industrial Aduertising 
faces the Fighting '504” 


Send in your pre-conference and hotel registrations 
right now. ‘ Forms have been mailed to entire mem- 
bership. Extra copies available. Outstanding pro- 
gram being developed to membership specifica- 
tions around the fighting job that faces indus- 
trial advertising, under any economic con- A 
ditions. Top notch speakers. Successful i, 
advertising and selling practitioners on a 
panels. Plan now to attend. For your benefit; 2 
for your company’s benefit. There'll be an inter- ~ 4 
esting program for the ladies. Outstanding and 
unusual events planned such as radio show 
described below. 


Den"): 
. tor 
George oder4 
left, vell-know” myroerat 
an vill m.c- the 
» y 
shou 


Plan NOW to Attend 


NIAA’s 30th Annual Conference 


June 29th to July 2nd 
Palmer House, Chicago 
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Set March 31 deadline 
for Canadian ad contest 


® MONTREAL . . The deadline for 
entries in the third annual Sheppard 
Award for the best industrial ad- 
vertising will be March 31, the In- 
dustrial Advertisers Association of 
Montreal has announced 

Advertising submitted for con- 
sideration must originate and be 
produced in Canada about indus- 
trial equipment, materials or serv- 
ices and must have appeared in 
Canadian publications since Jan. 1, 
1950 

The Sheppard award was estab- 
lished three years ago by Canadian 
Engineering Publications, Ltd., in 
memory of its late president, N. E 
D. Sheppard. The Industrial Ad- 
Montreal 


is the administrative agency 


vertisers Association of 

The contest recognizes the adver- 
tising manager and the agency ac- 
Each receives an 
engraved certificate and a check 
for $100. Second and third place 


finishers receive certificates 


count executive 


Entries are judged for attention 
value, impression created, believ- 
ability, and results, if measurable 
Entries should be sent to the Shep- 
pard award committee of the asso- 


ciation, P.O. Box 10, Montreal 


NIAA media committee revises 
publishers’ presentation outline 


@ NEW YORK The media practices 
committee of the National Industrial 
Advertisers Association has revised 
the NIAA publishers sales presen- 
tation outline to permit publishers 
having both controlled and_ paid 
circulation to report each type 
separately 

The new outline has been copy- 
Publish- 


ers are asked to use the outline and 


righted for the first time 


to announce that they use it in thei: 
listings in Standard Rate & Data 
Service 

Whereas formerly NIAA’s recom- 
mended trim size was not specifi- 
cally designated, the new outline 
makes it clear that NIAA recom- 
mends 8!4 x 11!4”. Formerly, pub- 
lishers were asked merely to specify 
standard colors Now they are 
asked to list the cost of 4A colors 
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Where travelers can find NIAA activity 


Chapter Time 





as well as the cost of other second 
colors 
Copies are obtainable from NIAA 


headquarters on request 


NIAA publishes industrial 
advertising awards booklet 


The National In- 
dustrial Advertisers Association has 
published a booklet outlining the 


@ NEW YORK 


requirements of competing for all 

awards sponsored by NIAA 
Eligibility, purposes, awards and 

donor of each contest are detailed 


in the booklet, which may be ob- 


tained by members and non-mem- 
bers from NIAA headquarters at 
1776 Broadway, New York 19. 
Only three of the awards are limited 
to members and they are voted to 
the chapters. Awards will be pre- 
sented at NIAA’s 30th annual con- 
ference in Chicago, June 29- July 2. 


New Roster . 


shed 


f members has been 





TYPE TIPS BY LINOTYPE 


Corona 


ENGINEERED FOR LEGIBILITY 


An old dilemma 

What with today’s big news volume 
and the high cost of newsprint, very 
few forms of printing demand such 
space economy in a type face as a 
newspaper page. 

However, readers are readers, and 
although more type has just got to 
be crowded into a given space, legi- 
bility is still the top consideration in 
newspaper typography. 


A new way out 


As a matter of fact, all of us con- 
cerned with setting words in type 
meet this “size-legibility” problem 
at some turn: in designing catalogs, 
house organs, small-space advertise- 
ments, brochures, envelope stuffers. 
Just how do you get a big look in a 
compact letter? 

Linotype Corona was engineered 
specifically to give a new answer to 
this old problem. 





“Aye, aye, Captain, that 
ad must be set in Corona.” 











Linotype designers get a 
three-fold assignment 


When originally planned, Corona 
had to qualify on three counts: large 
characters for maximum visibility; 
shorter alphabet length to save 
space; proper structure to minimize 
change in letter form and fitting 
when stereotype mats are shrunk in 
routine newspaper production. 


Over 600 newspapers 
get on the band wagon 


All of these ‘‘musts” were complied 
with. Corona was created, and intro- 
duced to the newspaper world. Pub- 
lishers set sample pages in Corona; 
they studied the results from every 
angle; they polled their readers. 
What happened? More than 600 
newspapers switched to Corona! 











“You know C. L., with Corona we can 
cram a lot more copy in that ad.” 


Just see for yourself 


So that you may see what we mean by 
Corona’s great legibility, compare 
it with a very popular type face: 


This is 10-point Bodoni Book 


abcdefghijklmnopqrstuvwxyz 


This is Corona in 8-point size 
abcdefghijklmnopqrstuvwxyz 


What's in it for you? 

We believe you'll agree that Corona’s 
great legibility make it ideal for text 
areas in advertisements. The open 
letter forms and good color of this 
face give it high legibility even in 
the smallest sizes. 

For catalogs, instruction manuals 
or small space ads, Corona will get 
you out of many a tight squeeze. In 
its larger sizes, with wide leading, 
its pleasant, open characters make 
it perfect for children’s books and 
other elementary texts. 

Another advantage —Corona does 
not run to extreme thicks and thins, 
and thus prints well on any kind of 
paper, and by any printing process. 


First step—get your 
specimen book 

Corona is a relatively new type face, 
and its potential as an advertising 
and printing type is only now being 
realized. So check with your typog- 
rapher or printer and see if he can 
get it for your jobs. 

But first, send the coupon for 
your free copy of the Corona speci- 
men book. It shows every size from 
5 through 14 point, in combinations 
with italic and small caps, Erbar 
Bold, Bold Face No. 2 and Gothic. 


(Just pin this to your letterhead) 


" 
y 


Dept. C-10 


Address 


| Company 


Mergenthaler Linotype Company 
29 Ryerson Street, Brooklyn 5, New York. 
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Economist predicts recession 
at unique CIAA meeting 


® CHICAGO American business 
and industry may get caught in a 
‘substantial’ recession worse than 
any since 1937-38, economist Mel- 
chior Palyi asserted to 500 members 
and guests at a special meeting of 
the Chicago Industrial Advertisers 
Association 

He said that pressure from Euro- 
pean nations and from some people 
within the United States may bring 
this country to slacken its armament 
program 

“If so, then within a year or so we 
might find ourselves with vastly 
over-expanded production capacity 
and inventories, and over-extended 
commercial debts, and we might 
have to go through a period of 
cleaning up, selling of inventories, 
writing down of surplus capacities, 
and liquidating of debts, which may 
be far from pleasant,” Dr. Palyi de- 
clared 

His address was a report to CIAA, 
which had commissioned him to 
study conditions in Europe on a ten- 
week tour and to forecast their ef- 
fect on future business and industry. 
In the audience were many top 
management guests, invited by ad- 
vertising managers and agency ex- 
ecutives in CIAA. 

Dr. Palyi will prepare a written 
report that will be CIAA’s entry in 
McGraw-Hill 


competition for the best project by 


the annual award 
a chapter of the National Industrial 
Advertisers Association. 

Dr. Palyi said that advertising 
men, by using their skills, can play 
an important role in improving the 
economic and psychological depres- 
sion in Europe. He urged admen to 
use their influence at home to hold 
prices down and to reduce excess 
inventories and debts 

He described Europeans as apa- 
thetic to their current economic 
crisis, Which he termed the “worst 
in their history.” The apathy is 
caused, he said, by their experience 
with so many previous crises in a 
short périod and by their expecta- 
tion that the Marshall Plan or other 
U. S. aid will bail them out of any 


serious economic Jam 
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Too many sales executives 
underestimate research: Maddox 


® NEW YORK “Market research 
in the industrial field is badly un- 
derestimated by too many sales ex- 
ecutives,” John L. Maddox, assistant 
to the president of Fuller & Smith & 
Ross, told the Industrial Advertisers 
Association of New York. Research 
is too often visualized as only a 
mass market tool, he said. 
Discussing the difference between 
industrial and consumer market 
surveys, Mr. Maddox said, “Differ- 
ent methods of interviewing and 
different types of interviews are re- 
quired for industrial research from 
those needed for consumer research 
Don't 


look at the cost per interview in an 


“Costs are also different. 
industrial study. Industrial inter- 
viewers have to spend more time 
per interview.” 

Mr. Maddox urged that industrial 
advertisers to be more daring in the 
way they conduct market research 

‘This does not mean they should 
conduct more elaborate surveys,” he 
said. “It means that they should do 
more pilot studies, and sell manage- 


ment on the idea of taking small 
bites at a time toward marking 
progress in getting adequate re- 


search.” 


Bruce K. Stabelfeldt . . former sales pr 
motion and adver 3} manager, Edward 
Valves, East Cl j Ind ind past 


president 


Philadelphia Story 


Ter render 
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59th edition 
being compiled. 
A space order 
now will 
assure a 
choice 


position. 


: Most used...at the 
Moment of buying need 
Most accurate 
| Most accessible 
ALL in ONE BOOK 
MacRAE'S 
BLUE BOOK 


18 EAST HURON STREET + CHICAGO 11, ILLINOIS _ 
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I’m touchy ? 


Go ahead, 


change it 


By Johnny Anonny* 


® EVERY YEAR at this time it’s slo- 
gans at our agency. All our clients, 
they have to have a new motto for 
Myself I hear the Big Boss 
say the guy who comes up with the 


the ads 


right one, there’s a raise in it for 
him. Then it came to me like that. . 
the perfect slogan for our railroad: 
“Be Happy, Go Lackawanna.” I’m 
beside myself. 

What. I go see my: leader, the 
head of the mailroom. ‘“Solly,” I 
says, “get this.” And I hit him with 
the solid slogan. What a reaction! . . 
Nothing. ‘“Solly,” I says, “you’re 
fighting me.” But kindly note am I 
too big to listen? Not so you could 
mark on it. 

“Pal,” he says. I don’t know why 
he calls me Pal although, I should 
complain, at least he stops calling 
me Fido. 

“What?” I says. 

“How’s this?” he says and he 
makes a little change in my slogan 
To be absolutely actual he gives me, 
“Lackawanna Finds Mean Tobacco.” 

“What is that?” 
careful not to act touchy about him 


I says being very 


changing my slogan. 

“What do you mean what is that?” 
he says and I see right off he is the 
one going to be touchy. 

“It's the greatest,” Who 
He'll give me all the 


I says. 
am I to argue? 
long errands 
So, after a while I'm by the Copy 
Department. Now these guys look 
at ideas with the proper respect 
They know clever slogans like mine 
don’t grow on potted palms. One 
guy holds still while I feed him my 


hot motto. He looks at me like I’m 
a guy thinks I’m Amos and Andy. 

“Say,” he says. “Come down from 
there.” 

“Aw,” I says. 

“Matter of fact,” he says, “one 
small change and maybe I have built 
Then he gives me the 
following twist, “Lackawanna 
When it Trains, it Roars.” 

I says. “If that’s 


us a slogan.” 


“Small change?” 
small change I'd like to see a dollar’s 
worth.” 

“What are you. . wise guy?” he 
says 

“I’m a guy with an open mind,” I 
says. 

“Open mind I'll say,” he says, “a 
hole in your head.” 

Will you imagine that . 
little slogan, a guy should get in 
such a huff. Besides which, al- 
though I will admit his slogan is 
clever, I frankly do not figure what 
it means. 


. over a 


This, however, is not all. An art 
director listens te my slogan and 
then changes it a trifle to, “Lacka- 
wanna” . . Good to the Last Stop.” 
When I leave he is trying “Brass 
Top” and “Fast Hop” but I am doing 
no loud complaining. 

The production manager made a 
minor amendment it should read, 
“Lackawanna .. Ask the Man Who 
Hones One.” Turned out he thought 
Lackawanna was our razor account. 


The media director gives me back, 





“Solid Cincinnati Rides the Lacka- 
wanna Enquirer.” What are you go- 
ing to do? 

The assistant account executive . . 
well, never mind. He says it. I 
don’t fracture. He hots up and puts 
the gimmick eye on me. 

“Choke,” I says . . but to myself. 

How about that. An honest char- 
acter can’t have an idea without 
they want to play the poor man’s 
Jean Nathan. What is more, if I 
don’t fall down clapping they all get 
the big sorehead. 

Finally I realize that main idea. 
These people are afraid of me. From 
here I go to the Big Boss. 

“Our railroad, sir,” I says, “what 
a slogan I have got. Hear this: 
Solid Cincinnnati Rides the Lacka- 
wanna Enquirer.” He looks very 
thoughtful. 

“Yeah, well,” I says, “how about: 
Lackawanna Good to the Last 
Stop?” He slowly shakes his head. 

“Maybe: Lackawanna When 
it Trains, it Roars?” I says. 

Suddenly his eyes light up like 
Channel Five and he says, “I got it: 
Be Happy, Go Lackawanna!” 

Somewhere tonight between Bucks 
County Peeay and Greenwich Conn, 
six different guys are telling differ- 
ent wives the great slogan they 
thought up. But Dollbaby, it is 
mine. All mine. And the point is, 
am I touchy about it? You under- 
stand me? 





How a sales manager can double his effectiveness 


And strengthen a depleted sales force 


The less time you spend digging for the 
facts you need to direct your sales program, 
the more time you can devote to the crea- 


tive end of your job. 


With this basic principle clearly in mind, 
Remington Rand has prepared a 30-minute 
full-color film, “Dynamic Sales Manage- 
ment,”* which shows proved methods that 
keep sales managers in full control of their 
men, their markets, and their programs, 
even in today’s changing times. The film 
shows time-saving ways to get the current 
fact-power you need to control effectivels 


all phases of your sales activities. 


*Dedicated to the Nati | Sales Executives 





Management Controls Reference Library 
Room 1754, 315 Fourth Ave., New York 10 
Please tell me how I can get a free show- 


ing of “Dynamic Sales Management” 


Name 
Firm 
Address 
City 


Zone State 


Be sure you see “Dynamic Sales Manage- 
ment” when it’s shown at vour local Sales 
Executives Club. It’s interesting . . . it’s 
amusing... it talks your language . . . it will 
give you helpful ideas. To arrange for 
individual or group showing, use the cou- 
pon at left, below, today. 

Meanwhile, for a booklet which shows in 
clear detail how to apply productive, timely 
sales control to your present system, mail 


the coupon at right, below, today. 


Remington. Freand 


Management Controls Reference Library 
Room 1754, 315 Fourth Ave., New York 10 


Yes, I'd like to have a copy of your Sales 


Control Booklet KD-524 


Name 
Firm 
Address 
City 


Zone State 
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Last year's winners received awards at the National Industrial 


Advertisers Association conference in New York. Awards for 


Business paper editors . . 


1951 editorial performance will be presented next June at the 


Chicago conference. Fifteen plaques, 30 certificates are offered. 


How to win an award for editorial excellence 


IT’S EASY TO ENTER this competition because you've already done 
90° of the work. 
lished . 


your entry, fill in a form and send it in. 


You enter material that you have already pub 
. something you're proud of. All you need do is organize 

Here's your chance to win national recognition for the editorial 
job you did in 1951. 
Industrial 


Any time until next May 1, you can enter 
14th Annual Editorial 
Achievement Competition. 


Marketing's Business Paper 
This is your annual opportunity to dramatize high quality edi 
torial content to both your advertisers and their agencies. Entries 


can be submitted in any or all of the following groups. 


L. For the best 


articles must appeat 


ZF the best single arti 


lication’s field Judges will 





cs on one theme 


Issucs 


editorial serving the pub 


nsider either technical or 


general articles, editortals and presentation of tech 
i I 


nical of product informatror 
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* For the best single issue, special issue or annual issuc 
devoted principally to a single subject or central theme. 
Independent directories, or one-time publications are not 


eligible 


4, For the best graphic presentation appropriate to the pub- 


lication’s function. Individual articles or complete issues will 
be judged on design, format, typography or treatment of il- 


iustrative drawings or photographs 


5. For the best original publication, market or technical 
research published in a regular issue. Research must be 


initiated by and financed by the publication 


jndged in competition 


field 





This is what the winners said . . 


To say that I am delighted is inadequate to express our pleasure at winning a first 
place plaque . . this seems the more remarkable because of the veil of mystery which 
has heretofore surroynded the subject of trust funds, and comes as the kind of sur 
prise we like . . Christian C. Luhnow, editor & publisher, Trust & Estates, New York 





We are very proud and most pleased to receive this award and I am sure it will give 
a great deal of satisfaction to the members of our editorial staff as well as our edi 


torial board M. E. Herz, publisher, Modern Medicine, Minneapolis 


Needless to say we are proud to have received this recognition particularly as the 
issue which won the award reflected the hard work of our entire editorial staff 


Godfrey M. Lebhar, editor, Chain Store Age, New York. 


Thank you for your letter, advising us that Tappi was selected as one of the winners 
I am sure the individuals who made considerable effort to prepare the articles in 
volved will feel well repaid R. G. MacDonald, editor, Tapps, New York 


# First place bronze plaques (15) and framed certificates of merit (30) » |e Fibey AWand YO 
are offered in three broad groups of business paper publishing: Group A 
industrial; Group B . . merchandising, trade and export; Group ¢ ee 
class, institutional and professional. ; FON THE OES) eee 
UEWED wVRI PO THE PERTOS 
® Winning entries will be named by three panels of judges, carefully Pa Aer Se 
selected for their knowledge of the field served by each group of business WWE eerie 
papers. Each entry is examined by the judges of its group. ae f 
lid 
® Editors and publishers may enter published material from issues dated a tal 
January, 1951, through December, 1951. The competition is open to all Conover 
editors of business papers published in the United States or Canada. The amertins 
competition is not open of editors of internal or external company publi- 
cations. Foreign publications or foreign language publications are not 


eligible. 


8 Deadline May 1, 1952. All entries must be postmarked not later than Handsome first place bronze plaques will be 
Thursday, May 1, 1952. awarded to editors for 1951 excellence. 
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Use this coupon 
to order : Merle Kingman, managing editor 
INDUSTRIAL MARKETING 
entry blanks cei bea i 
200 E. Illinois St., Chicag 
NOTE: Deadline: May 1, 1952 Please send us entry blanks 
‘ 4 4 ness Paper Editori Achievement 
Physical size of entries must not niche oe a 
‘ slassified in the following gr 
exceed 18” x 24”. Elaborate entries 
A. Industrial 
are not necessary. 
Any publisher may enter more B. Merchandising, Trade and Export 
: ss stitutions a a 
than one entry in more than one C. Class, Institutional, Professional 
classification. However, duplicate Editor 
entries must be submitted. Also, Publication 
when submitting multiple entries, a Perens 


separate entry blank must be at- : 
rs City 





tached to each entry. 











The outlook for 


and net incomes this yea! 


farmers’ prices 
is rela- 
tively favorable, according to fore- 
casts from the U. S. Department of 
Agriculture's bureau of agricultural 
demand for 
hold 


Defense production and in- 


economics Foreign 


farm products should fairly 
strong 
creased domestic income may mean 
a continued strong demand for farm 
products and other goods and serv- 
ices 

There should be record produc- 
tion this year, if weather permits 
Large supplies probably would hold 
prices received by farmers near the 
1951 level, despite stronger demand 
However, a poor growing season in 
1952 could put considerable upward 
pressure on prices, especially toward 
the last half of the year. . E. J. BAKER, 
News, 


pr esident, Farm Implement 


Chicago 


Farm Building . . The farm mar- 
ket shapes up as one of the really 
bright spots in the 1952 picture for 
The only 


shadow is possible materials short- 


building materials sales 


ges 

Farmers made a lot of money last 
year, when total farm income hit a 
record high of more than $40,000,000 
Prospects are that 1952 income will 
surpass even that figure. Farmers, 
credit-wise, are in a sound financial 
position 

Since the war, America’s farmers 
have been carrying out the biggest 
building, remodeling and repair op- 
eration in their history. Up-to-date 
figures on farm construction are not 
available (since no building permits 
are required as in cities), but a sur- 
vey made by the U. S. Department 
of Agriculture in 1950 reveals cer- 
tain trends 

Farmers, according to this USDA 
survey, spent $1.6 billion to build, 
improve and repair homes and serv- 
ice buildings in 1949. Compared 
with urban figures, this total greatly 
under-estimates the case, however 
since it does not include the value of 
The farme1 


traditionally does much of his own 


the farmers’ own labor 


construction. The survey indicates 


99 


only of his construction costs 


Which ad 


attracted 


more readers? 


® THE BETHLEHEM AD attracted more 
readers, both among casual readers 
and those who read most of the 
copy 

The Crucible ad had run previ- 
ously in the Saturday Evening Post 
readership 
higher 
than the scores for the ad when it 
This evi- 
dence bears out once again that in- 
dustrial ads must be tailored to the 
readers. The 


and Time where the 


scores were several times 


appeared in Machinery 


publication and _ its 
general appeal that attracted read- 


ers in consumer publications lost 


Below is 
the answer 
to the problem 


on page 44 


most of that power of attraction 
among the technical readers of a 
business publication. 

In SEP and Time, the ad scored 
23° among casual readers (32% 
among women) and 5% among 
readers who read most of the copy 

The Bethlehem ad in Machinery 
scored high with an editorial format 
offering benefits and _ supporting 
data. 


Scores in Machinery, as reported 
by Daniel Starch & Staff, New 
York: 


For scoring definitions, see page 71. 


Bethlehem 


Seen- 


Noted Assoc. 


Crucible 


Seen- Read 
Assoc. Most 





Noted 


/e 


went for paid labor 

Indications are that farmers spend 
more money to repair, remodel or 
modernize their homes than they do 
The 1950 
Census revealed that while farmers 


in building a new house 
own 14° of all the housing units in 
the nation, they built only 10°. of 
the total of new homes reported for 
the U.S. between 1945 and 1950. This 
doesn’t mean that farmers are not 
doing a lot of new home building. 
Ten per cent of all the farm houses 
counted in the 1950 Census had been 
built in the preceding five years 
One of the most important factors 
in making the farmer a hot customer 
for building materials and supplies 
between the 


is the relationship 


prices he receives for his products 
pays for many 


Wheat farmers 


ind the prices he 


building products 


in Nebraska could sell 100 bushels 
of wheat in 1940 for enough to buy 
500 concrete blocks. In October, 
1951, the same quantity of wheat 
would pay for 1100. . ROBERT H. REED, 
editor, Country Gentleman, Phila- 
delphia. 


Dairy Products . . Basically, all 
branches of the dairy industry are 
sound and stable. Increased em- 
phasis on advertising, by individual 
companies and by associations, is 
bound to expand the industry still 
further. Increased use of consumer- 
size packages is certain to enhance 
saleability of most dairy products. 

A constant improvement in types 
and kinds of equipment means in- 
creasing efficiency. Although mar- 
kets are expanding, milk production 
has not been keeping up with the 




















‘Here Hospital Management 


ays 


Is Read By Six Different eal 
Department Heads” oT 








Hospital 
Management 200 EAST ILLINOIS STREET + CHICAGO 11. ILLINOIS 


READ MOST BY MOST HOSPITAL EXECUTIVES 
198 /us 








HALFWAY MEASURES DON'T PAY OFF! 


Halfway measures won't get you a full share of 
sales from the process industries. You must follow 
through. Ads and direct mail get attention, build 
interest, develop desire, but to get the business, you 


must make it easy to buy. 


For over 36 years, CHEMICAL ENGINEERING 
CATALOG has made it easy for suppliers of 
equipment, engineering services and materials of 
construction to do business with process industries 
buyers and specifiers. CEC, the ONLY book of its kind 
covering this multi-billion dollar market, paves the 
way for your sales engineers’ pay-off calls. 


JUST OFF THE PRESS 


Amanval on how you can get maximum use out of CEC. 


This free booklet, packed with ideas, will help you 
prepare more effective catalogs for the process 
industries. For your copy, write on your letterhead to: 


MISS STEVENS, REINHOLD PUBLISHING CORP. 


ACT WOW. e e Copy is rolling in—forms are being 


made up. The 1952-53 edition closes soon. See your 


Reinhold representative for complete information. 


services 
materials of 
Construction 


REINHOLD PUBLISHING CORPORATION, 330 W. 42nd ST., NEW YORK 36, N. Y. 


Chicago * Cleveland * SanFrancisco * Los Angeles * Seattle * Dallas 
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population increase. Looking ahead, 
this is apt to mean a shortage rather 
than a surplus . . a healthy condi- 
tion for a growing industry. 

The industry handles and proc- 
esses more than 120 billion pounds 
of milk yearly. About 44.6% of this 
goes into bottled milk and cream. 
One evolutionary change taking 
place is the use of waxed fiber con- 
tainers, replacing milk in glass bot- 
tles, particularly for milk sold 
through retail outlets. About 47% of 
fluid milk is sold in fiber containers. 

Ice cream is seeing a _ notable 
transition from bulk to _ factory 
packaging. The billion gallon goal 
of ice cream consumed annually 
should be reached in the 1960's. The 
butter industry has been seriously 
affected by competition from veg- 
etable fats, but it still utilizes 28.8% 
of the nation’s milk supply. Adver- 
tising and better packaging are 
helping the butter industry regain 
much of the ground lost in recent 
years. 

The cheese industry has seen its 
per capita consumption double since 
1933 . . brought about by extensive 
advertising and merchandising and 
a more consistently high quality 
product. Dry milk got a tremendous 
boost during the war. Consumer- 
size packages have brought dry milk 
into American kitchens, and indus- 
trial usage, through educational and 
promotional work, is _ increasing 
steadily . . LESTER S. OLSEN, presi- 
dent, Butter, Cheese & Milk Prod- 
ucts Journal, Olsen Publishing Co., 
Milwaukee. 





“Flow Quarterly” . . 


has 
5 «be 





Letters to the editor 


4 


“On tir 
n 14 





the editor is relieved from budget 
worries in considering it for use. 

At this point, this type of indus- 
try-sponsored article is in direct 
economic competition with any story 
independently written by either a 
free lance or a staff writer. Many 
would call it unfair competition. 

Perhaps free lance business writ- 
ers, conscious of the self-restraint in 
personal exploitation imposed by 
professional standards, have not 
done the aggressive job of present- 
ing their services to business which 
some would recommend. 

The true free lance has chosen 
business writing in the conviction 
that the free business press of 
America deserves and can support 
the existence of a corps of inde- 
pendent writers who are the effec- 
tive field representatives of that 
press, not directly dependent for 
their livelihood upon the companies 
which are the subject of their writ- 
ing. The hazard of the latter al- 
ternative to the existence of a busi- 
ness press able to rise above the 
pressures of intra-industry competi- 
tion in its own field is apparent. 

All ethical standards condemn un- 
equivocally the writer who takes 
his pay from both the publisher and 
the subject of his article. 

A critically high percentage of the 
relatively few professional writers 
who have the unusual balance of 
qualities required for successful 
business free lancing has’ been 
drawn into other fields since World 
War II. The question of what pub- 
lishers and the industries which 
their publications serve can do to 
make business writing more attrac- 
tive, not alone to older and experi- 
enced writers who can gage and ad- 
just to existing uncertainties, but to 
qualified younger talent demanding 
both immediate substantial income 
and security, deserves serious con- 
sideration. . HAVILAND F. REVES, Havi- 
land F. Reves Associates, Detroit. 


Mignin, Jr. . 


Get your story in... 


Te ee te ee epee 
REFINERY CATALOG | 


THE REFINERY CATALOG 


can go where your sales force often cannot 
be. It’s on duty 24 hours a day in the offices 
of the refinery men who actually specify and 
buy refinery equipment 
Refinery equipment sales usually originate 
with action started by the buyer, who first 
consults available catalogs. Information there 
helps decide whose salesmen are invited to 
call, what product is specified and which 
company gets the order. 
The REFINERY CATALOG puts your 
catalog in the hands of over 5,000 refinery 
executives with purchasing authority 
men responsible for 98% of refining industry 
buying. The REFINERY CATALOG is 
specifically requested by oil companies and 
contracting firms for these men who buy 
Ask a representative to show you this 
world’s most complete refinery buying power 
list, of men who regularly use the REFIN- 
ERY CATALOG 
Your catalog filed in the Refinery Catalog enjoys the 
advantages of planned distribution at reasonable invest- 
ment . . . going to the right men, in the right places . . . 
at the right time . . . to help you make your sales 


SEND NOW FOR... OFFICES 


hep rey mart me @ Houston (6 3301 Buffalo Drive, 


brochure. Tells LI-3141 @ New York (17), 250 Park 
to make sure refinery Avenue, El Dorado 5-4012 @ Chicago 
buyers give preferred nd . 
usage to your cata 4), 332 S. Michigan Avenue, Wabash 
log. Value packed 2-9330 @ Cleveland (10), 1010 Euclid 
rape can mes =e Avenue, Main 1-2550 @ Tulsa (3), 
gata copy sugges 

tions and Hunt Building, 3-1844 @ Los Angeles, 
parisons. A , W. W. Wilson Building, Huntington 
Effective Cataloging Park, Jefferson 1219. 


GULF PUBLISHING COMPANY 


THE WORLD'S LARGEST OIL INDUSTRY PUBLISHERS 


PUBLICATIONS: WORLD OIL @ PETROLEUM REFINER @ COMPOSITE CATALOG 
REFINERY CATALOG 


HOUSTON, TEXAS 





Advertising Managers 
Public Relations Executives 
Publishers 

Association Secretaries 
House Organ Editors... 


es! 
‘elope 
savings 


event 


today f 


ree ee asp 


ee 


There’s real savings in the new 
type mailing envelope developed 
by Equitable Paper Bag Co. 

MB SLASHES COSTS—new style 


construction on special high 
speed machinery. 


BB STURDY CONSTRUCTION — 
extra long flap to “lock” your 
publication in the envelope. 
Rugged, well pasted seams and 
bottoms and 100% kraft. 

WB IMPROVES APPEARANCE — 
safe arrival and clean delivery. 
i SAFETY EDGES—soft flap and 
lip edges eliminate cut fingers, 
speed insertion time. 








If you use 100,000 or more an- 
nually, it’s worth money to 
investigate. For full data, send 
sizes and annual amounts today! 


EQUITABLE PAPER BAG CO., Inc. 


45-50 Van Dam Street, 
Long Island City 1, N.Y. 
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Library of ‘Results’ . . 


Telephones aid research 





the people having information on 
your current problems. Look ahead. 
Jot down the names of anyone who 
might help in the future. Gamble 
the price of a wasted 3x5” card 
against the dollar savings you might 
achieve if that man can help you 
plan a future project. 

We practice what we_ preach. 
Here are just a few of the jobs on 
which Rockwell has compiled basic 
background information by tele- 
phone before hitting the field 


1. Management asked us to come 
up with a comprehensive report on 
the market potential for large di- 
ameter circular saw blades. Our 
information indicated a limited mar- 
ket. Product use was apparently 
confined to cutting pulpwood. 

The first thing we did was to look 
for a trade association hitting this 
field. We found none. But we 
learned that the product had uses 
we hadn't thought about. For ex- 
ample, several manufacturers of 
garden tractor attachments used a 
saw blade as the cutting edge. We 
telephoned our business paper 
friends. They gave us the names of 
several other manufacturers. We 


checked the library to see if there 
was anything published on the po- 
tential. The 
rounded into shape. 


picture gradually 

The industry obviously was dis- 
jointed . . without a clear pattern. 
We knew it would be costly to 
stumble blindly from interview to 
interview on a personal basis. We 
concentrated on telephoning indi- 
vidual customers. It paid off. We 
developed a comprehensive list of 
large diameter saw blade users. It 
was done at less than a sixth of the 
cost of personal interviews. It was 
done in a tenth the time. Without 
pre-checking by telephone in the 
early stages, we would never have 
realized the folly of making person- 
al calls. 


2. We wanted information on the 
future plans of large-diameter gas 
pipe manufacturers. Here the mar- 
ket research directors of pipe man- 
ufacturers came to our aid. We 
phoned the ones with whom we 
were already friendly. We phoned 
trade associations, business papers 
and government contacts for names 
of others. Several in the immediate 
locality were interviewed person- 
ally. The others were interviewed 
by telephone. Within three days 
we had the report in management’s 
hands. 





3. We started last fall to develop 


our forecasts of general business ; ; ae <i You can be sure 
: - 


conditions for 1952. We wanted to 

know what other people were think- | /ie a. c Sioa. 

ing. We knew that many major ‘ ; 0) one thing... 
corporations had special forecasting ‘  § people talk about you 
departments devoting their time to " ee “ 

the problem. Some we contacted 


personally. Where traveling ex- 
Favorable talk helps you. 


Unfavorable talk hurts you. To 
with the service organizations to get a . discover how to promote favorable 
their views. The research directors - > talk, see S.D. WARREN COMPANY'S 
of major publications were called. . message in THE SATURDAY EVENING 
When we narrowed it to the out- ; . POST for March 22nd and in 
4 ‘ BUSINESS WEEK for March 15th. 


look for a specific market, we got 
in touch with trade associations. 
We made no attempt to run Gallup 
surveys. We can’t afford it. We 
tried to take advantage of the vast 
amount of thinking done by experts 
in the field, and we used the tele- 


pense was a factor, we telephoned. 
We traded information. We checked 


phone to do it. le 
Busine®? 12a pfs eM 
prose f 


jmerica™ 
4. The market research depart- 
ment was asked to find out how 
specific companies allocated funds 





for capital expenditures. This could 
have been a hit or miss proposition. 
We could have strolled in the door 
and spent all day looking for the 
man who could give us the story. 
Instead, we phoned our market re- 
search counterparts in these organi- 
zations. A call to the American 
Management Association enabled us 
to obtain introductions to the prop- 
er sources. Before we left the office, 
we had the name of the one man in 
each organization who could provide | et 
us with the answers. It saved time. | Be “ . nat att : \ fast 
That time was translated into dollar Bre * Cpe UNE a Tales trave ‘2 


savings. 





nyinte? 
war At 4 OM a 
be see 
Every market research man should 
have a basic understanding of the 
background facts of his problem be- 
fore he decides on a course of ac- 
tion. It’s impossible to dream them 
up yourself. There are many sources 
outside your company that can pro- 
vide you with those background 
facts. Get them, but get them as ts hie 
inexpensively as you can. Use the | al G Th! a Facts 
personal touch. Use your telephone. ‘ oe ager 
With intelligent use, the telephone 
can be the market research man’s 
best friend. 


pout YOU 


cA 
Some Teles 


Show! 
ost off 


Fred W. Smith . . former 


representative, has | 
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news 


of industrial sales and advertising 


Expansion spending to rise 13% 


Bigger markets for machinery 
and capital goods indicated 


by McGraw-Hill study 


@ NEW YORK Industry will spend 
13‘, more on new plants and equip- 
ment in 1952 than in 1951 
The expenditure in 1952 will reach 
an estimated $21,175,000,000 
These were the findings of Me 
Graw-Hill Publishing Co.'s fifth an- 
nual survey of business plans. Dex- 
ter Keezer, director of McGraw- 
SHill’s 
: 


Pwhich made the study, said that 


department ot economics 


lant and equipment expenditures 


@ill remain high and that many 


companies plan a greater investment 
in 1955 than they made in 1950 
3ut defense industry plans are 
likely to taper off sharply after this 
year,” he said 
The Survey covered a cross-sec- 
tion of industrial companies, mostly 
large ones. They accounted for 60 
of employment in industries where 
capital investment is highest steel, 


automobiles, chemicals, petroleum 

and utilities 
Expansion in the latter three in- 

dustries will not reach its peak un- 


til 1953, the 


for industry as a whole, plans call 


survey indicated, but 


for 1953 expenditures well below 
those of 1952 


Capital outlays for all industry 


Ad growth need not keep pace 
with national economy, ABP told 


® NEW yorK . . The growth of na- 
tional advertising need not neces- 
sarily keep up, on a per cent basis, 
with the growth of the nation’s 
economy, Ben Duffy, president, 
Batten, Barton, Durstine & Osborn, 
told an eastern clinic of the Asso- 
ciated Business Publications 

Mr. Duffy said that, because one 
of the functions of advertising is to 
lower selling costs, the percentage 
of advertising expenditures should 
drop as the national economy rises. 

The eastern clinics, which fol- 
lowed a series of similar meetings 
in Chicago, included a panel discus- 
sion of circulation problems by Wil- 
liam Cunningham, account execu- 
tive of Fuller, Smith & Ross., 
George Reppert, of American Ma- 
chinist, and Gardiner Gibbs, Mc- 
Graw-Hill Publishing Co.’s_ mail 
circulation manager. 

Mr. Cunningham urged publish- 
ers to better qualitative 
standards for the evaluation of 
business papers. He suggested a 
formula for general acceptance of 


devise 


more specific standards of quality. 
George Reppert, who covered the 
space salesman’s aspect of the sit- 
uation, pointed out to the attending 
circulation men and publishers that 
a circulation department “is run- 
ning on one leg” unless it has the 
cooperation and support of re- 
search 

To meet rising postal costs today, 
Mr. Gibbs said, other 
areas must be watched. This in- 
cludes obtaining competitive bids 


costs in 


for outside mailing jobs, re-eval- 
uating mailing lists, and similar 
projects 

On the program with Ben Duffy 
(the meeting was a simulated tele- 
show, “Meet the Business 
Press”) were C. H. Lang, vice- 
president in charge of public rela- 
tions of General Electric Co.; Reg- 
inald Clough, editor of Tide; Louis 
W. Fairchild, president of Fairchild 
Publications; A. M. Staehle, pub- 
lisher of Factory, Coal Age and En- 
gineering & Mining Journal, and 


Charles Whitney, publisher of In- 


vision 


teriors 
A series of questions aimed at 
Mr. Lang and Mr. Duffy, produced 





AMA management course 
enrolls 135 executives 


® NEW yorK .. A new Management 


Training Center has been opened by \ ¢ 
the American Management Associa- 
tion in the Hotel Astor with 135 


executives from leading industries 


enrolled. : ee e 9 
The management training course, . on =O = | & 


which is open to seasoned executive 
people only, is described by Law- 

rence A. Appley, AMA president, as MERCHAN DISING 
a new approach to management ‘ 

education. The training schedule is ; crs Sai i@s5 

set up on a one-unit per week basis. 

Executives enrolled may take all the t V j £ Y q 
units in consecutive weeks or in 0 u me se r OU ° 
alternating periods of the same 

length 

















Next month in IM . . 


Controversy and criticism 


a Three outstanding advertising men will 
throw criticisms at one another in an un- 
usual trio of articles in the April issue of 
Industrial Marketing. 
The articles are written respectively by 
an advertising manager, an agency ac- 
count executive and a star space sales- 
man .. each nationally outstanding in his ' 
field, each protected by the cloak of e “Point of sale’ depends on point 
anonymity and each free to say exactly of view. If you consider your main 
what he thinks about the others’ methods ; point of sale the buyer’s office where 
and practices. The result: a probing and , $5 quantity orders originate, then 
enlightening examination of the entire ad- ‘ Heinn Loose-Leaf Binders can be- 
vertiser-agency-publisher picture. ‘ iNousTRIAL come indispensable sales tools for 
‘ powER you. Successful merchandisers in 
Osborn of Ohio Crankshaft almost every American industry 
rely heavily on Heinn custom de- 
dad of year ; eee eee for catalogs, service 
\ manuals and other presentations. 
® cueveLaND . . Dr. Henry Osborn, Firms like those at nted here 
Jr., vice-president, Ohio Crankshaft use Heinn sales tools to develop 
Co., has been named 1951 “advertis- ' extra sales volume... at the lowest 
ing manager of the year” by the ' operational cost per unit per year. 
Cleveland T-F Club. 


The club, an organization of busi- ‘ EINN 
& 
EL 

















ness paper space salesmen, gives the 
honor annually 
to the advertis- Originators of the Loose-Leaf System of Cataloging 


MAIL THIS COUPON TODAY 


THE HEINN COMPANY 

322 W. Florida St., Milwaukee 4, Wis. 

information, please. | Sales and Instruction 
[) Catalog Covers ] Price and Parts Books Manuals 

[]) Proposal Covers [] Acetate Envelopes [} Plastic Tab Indexes 
[] Easel Presentations [1 Salesmen’s Binders Sales-Pacs 


ing manager 
whose company 
advertising at - 
tains most suc- 
cessfully “the 
original objective 
for which the 
advertising was 
planned.” The Ohio Crankshaft 
advertising that won the honor for 
Dr. Osborn was a continuous cam- 
paign in metal-working and design 
publications, pushing the company’s 
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3,464 


Known Purchasers 


Known Specifiers 








: eramic 
Bulletin 


+ The Answer is this... 
+ Ceramic Bulletin gives the 
‘ reader comprehensive, au- 
* thoritative editorial material 
‘ of current interest to top- 
4 strata ceramic personnel. 
+ Ceramic Bulletin's editorial 
o content is written by au- 
* thorities in every branch 
of the vast field. Innova- 
tions to ceramics is in- 
telligently and thorough- 
ly analyzed in Ceramic 
Bulletin, so much so that 
the Bulletin is the "text 
book" of the industry. 


‘ 
’ 
‘ 
’ 


’ 
’ 
’ 
’ 
‘ 
‘ 
‘ 
’ 
’ 
‘ 
‘ 


For further information write 


Ceramic Bulletin 


2525 NORTH HIGH STREET 


COLUMBUS 2s OHIO 
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induction heat treating process for 
industry. The company’s agency is 
Carr Liggett Advertising. 

Honorable mentions were won by 
O. B. Stauffer, advertising manager, 
American Steel & Wire division of 
U. S. Steel Corp.; Carl L. Peterson, 
ad Crane & 
George O. Gould, 
ad manager, Viking Air Condition- 
ing Corp., and Joe E. Craig, ad man- 
ager of Warner & Swasey Co. 

The awards were presented at a 
dinner at the Allerton Hotel at 
which advertising managers of lead- 
ing companies the guests of 
the club. Judges, who considered 
24 entries, were J. F. Apsey, Jr., ad- 
vertising manager, Black & Decker 
Mfg. Co., Towson, Md., and presi- 
dent of the National Industrial Ad- 
vertisers G. D. Crain, 
Jr., publisher, INDUSTRIAL MARKET- 
ING and Advertising Age, and Grant 
Stone, of the 


manager, Cleveland 


Engineering Co 


were 


Association; 


advertising 
Cleveland Press 


director 


A skit put on by members of the 
club, poking fun at space selling 
methods, was a feature of the enter- 
tainment 


Avoid ‘seven sins’ or printing 
costs will soar, Butler warns 
® cHIcAGO . . Many business paper 
publishers and industrial advertisers 
publishing company publications are 


omission and commission,’ Kenneth 
B. Butler, president, Wayside Press 
and Kenneth B. Butler Associates, 
Mendota, IIl., agency, told an over- 
flow crowd at a meeting of the Chi- 
cago Business Papers Association. 
The “sins,” he said, are compli- 
cated make-up, run arounds, hand- 
set headlines, use of more than one 
body type, of bold 
face insertions, poor copy prepara- 
tion and poorly prepared dummies. 
Evaluating current practices in 
layout and design, he said that the 
trend is toward greater simplicity 
and more and larger halftones. He 
urged greater use of the editorial 
spread on grounds that it “is, in ef- 
fect, a virtual billboard to the reader 
and eliminates competition in cap- 
turing his interest.” 


excessive use 


Steel demand to rise in oil, 


gas, mining, says Chapple 


= cHicaco .. The American econ- 
omy will continue to roll along in 
high gear in 1952 and for the follow- 
ing ten years, Bennett S. Chapple, 
Jr., assistant executive vice-presi- 
dent, U.S. Steel Co., predicted at a 
meeting of the Central States chap- 
ter of the American Steel Ware- 
house Association. 


“A continuation of capacity op- 


raising their printing costs unneces- 
sarily by indulging in “seven sins of 


erations in 1952 is predicated on two 
factors: first, the magnitude of gov- 
ernment spending in support of the 





defense program, and second, the 
assurance that should additional 
production become available, gov- 
ernment controls can and will be 
relaxed in time to stimulate de- 
ferred demands,” Mr. Chapple said. 

“Another factor which will influ- 
ence business during the rest of the 
year is one of the greatest facility 
expansion programs in history. This 
could be stimulated even more by 
government loans and further grants 
of accelerated depreciation.” 

Mr. Chapple predicted that in the 
next ten years the demand for steel 
in the automotive, machinery, agri- 
culture and appliance industries will 
drop below the 1950 record highs. 
But this, he said, will be offset by 
increased demand for steel in other 
industries. 

“Industries expected to operate at 
somewhat above the 1950 level dur- 
ing the next decade include freight 
car building and mining (since 1950 
was a relatively poor year for these 
activities), container and oil and 
gas industries (because of inherent 
growth characteristics), and ship- 
building, aircraft, ordnance, and ex- 
port (because of a high level of 
military procurement),” Mr. Chap- 
ple said. 


Bernstein named 
editorial director of ‘IM’ 


® cuicaco .. G. D. Crain, Jr., pub- 
lisher of Advertising Age and IN- 
DUSTRIAL MARKETING, has announced 
the appointment of S. R. Bernstein, 
editor of Advertising Age, as edi- 
torial director of INDUSTRIAL MAR- 
KETING. 

The purpose of the appointment, 
it was explained, is to assure co- 
ordination of the editorial staffs of 


Bernstein Kingman 


the two publications, and particu- 
larly to strengthen the news cov- 
erage of INDUSTRIAL MARKETING 
through utilization of the large field 
staff of Advertising Age. This ar- 
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This salesman was ke 
on the payroll 
for only one reason! 


When the Inserting and Mailing 
Machine Company “hired” The 
Wall Street Journal last April, 
to work for them, the new em- 
ployee was explicitly told to 
produce — or else. 

That's fair enough. What 

other reason is there for 

buying space? 

Now, almost a year later, The 
Journal is still on the job. Noth- 
ing surprising about that. More 
and more advertisers who gauge 








a publication’s value by what it 
can do for them, have put The 
Wall Street Journal on their lists 
—and have kept it there. They 
have found that not only can 
they reach their best business 
prospects* with The Journal, 
but that they get a dynamic pull 
from The Journal they have 
rarely experienced previously! 

Isn’t it worth investigating, 
for your advertising, too? Call 
or phone, 





* Data on request; send for it today! 


THE WALL STREET JOURNAL 


NEW YORK CHICAGO 
44 Broad St. 12 E. Grand Ave. 


DALLAS SAN FRANCISCO 
911 Young $¢. 415 Bush St. 
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CCAMLE 
AMERICAN 
FOUNDRYMAN 


has earned a reputation for editorial in- 
| tegrity. In addition to top-grade technical 
information, articles deal with methods, 

LS equipment, materials and other practical 
aspects of foundry work, so that all sections 
of ‘The Foundrymen's Own Magazine" nat- 
urally come to the attention of the buying 
influences of the foundry field. 


Geceause... 


AMERICAN 
FOUNDRYMAN 


is specifically designed to HELP members of 
the industry do a better overall job in foun- 
dry technique and operation, the magazine 
appeals to a broad range of readership 
from top management down through all de- 
partments in the plant. 


Put this 


oudited readership to 
work in your cultivation of the foundry 
market — you'll find a reader acceptance 
that will be a distinct help to your sales 


~~ AMERICAN 
FOUNDRYMAN 


616 South Michigan Avenue 
Chicago 5, Illinois 


rangement will also assure increased 
coverage of industrial advertising 
and marketing activities in Adver- 
tising Age 

Mr. Bernstein and Merle King- 
man, who continues as managing 
-ditor, will take over the duties of 
Bob Aitchison, who 


cently to enter the agency business 


resigned re- 


as a partner of Shrout Associates, 
Chicago. Arnold V. White, former- 
ly with Ross Roy Inc., Detroit ad- 
vertising agency, and formerly as- 
sociate editor of Commerce Maga- 
zine, Chicago, has been added to the 
Charles 


Downes continues as eastern editor, 


staff as associate editor 


with headquarters in New York 
Mr. Bernstein, the new editorial 
director of IM, is a 25-year veteran 
of Advertising Publications, Inc., 
and has earned a reputation for his 
successful direction of Advertising 
Age. He is well known as a writer 
and speaker on advertising and 


marketing subjects 


Aitchison becomes partner 
of Shrout Associates 


® CHICAGO 30b Aitchison, editor 
of INDUSTRIAL MARKETING for the past 

three years, has 
become a partner 
f Shrout 


Chicago 


Asso- 
ciliates, 
agency 
Before 
INDUSTRIAL 


joining 
MAR- 
KETING, Mr. Aitch- 
ison was director 
of advertising and 
sales promotion 
of Lindberg Engi- 

neering Co., Chi- 

ago. He served Lindberg from 1940 
to 1949, except fo 
service in the Navy. Entering the 
Navy in 1943 as a lieutenant, USNR, 


three years of 


he produced sound _ training 


movies on radar, radio, brazing, 


welding and similar subjects 


Brewer's Digest . . 


ABP picks 18 executives 
to judge 1952 ad contest 


® NEW yorK . . Judges have been 
selected for the Associated Business 
Publications’ 1952 contest for the 
best advertising in industrial, pro- 
fessional and _ institutional 


All were drawn from New England 


papers. 


executive ranks. 

The 18 judges, named by their 
chairman, Harold Bugbee, president, 
Walter B. Snow & Staff, New York, 
are: 

Hilding Anderson, chief buyer, 
Norton Co., Worcester, Mass.; Law- 
rence F. Blackwell, 
dent, Pneumatic Scale Corp., Nor- 
folk Downs, Mass; W. W. Frymore, 
factory manager, Foxboro Co., Fox- 
boro, Mass; Arthur W. Jacobs, as- 
sistant works manager, Boston Gear 
Works, North Quincy, Mass; Calvin 
A. King, chief development engi- 
neer, Bird Machine Co., South Wal- 
pole, Mass; John M. Lane, pur- 
chasing agent, Jackson & Moreland, 
Boston; Russell L. Miller, plant 
manager, Monsanto Chemical Co., 
Everett, Mass; Henry A. Morss, 
Jr., vice-president, Simplex Wire 
& Cable Co., Cambridge, Mass; 
Herbert L. Ross, manager, River 
Works, General Electric Co., Lynn, 
Mass: Austin Secor, purchasing 
agent, Dewey & Almy Chemical 
Co., Cambridge, Mass; E. Scully, 


vice-presi- 





purchasing director, Holtzer-Cabot, 
Boston, Mass. 

Douglas R. Starrett, chief meth- 
ods engineer, L. S. Starrett Co., 
Athol, Mass; R. E. Hammond, vice- 
president, Hammond-Goff Co., 
Providence, R.I.; John W. Odlin 
John W. Odlin Co., Inc., Boston; 
James S. LaTucky, account man- 
ager, Sutherland-Abbott, Boston; 
W. P. Meigs, Jr., associate member, 
Horton-Noyes Co., Providence, R.L.; 
Wallace Shepardson, vice-president, 
James Thomas Chirurg Co., Inc., 
Boston; and Clifford E. Stubbs, 
vice-president, Henry A. Loudon 
Advertising, Boston. 

ABP will present the awards to 
the winning companies and _ their 
agencies at a luncheon held jointly 
with the Boston Technical Adver- 
tisers Association, April 8. 


Expansion spending to rise 
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are expected to reach $21,175,000,000 
in 1952; $16,722,000,000 in 1953; $15,- 
110,000,000 in 1954 and $14,141,000,- 
000 in 1955. Within the major in- 
dustry groups the largest increases 
in capital expenditures will be in 
mining with a 17% gain, followed 
by manufacturing with 16%, gas and 
electric utilities, 7, and transporta- 
tion, 8%. 

The largest expansions contem- 
plated are in industries closely con- 
nected with the defense effort. 
Chemical companies are expected to 
spend 78% of their investment funds 
to increase facilities. The arms- 
heavy automotive industry has set 
aside 73%. of available funds for ex- 
pansion. 

The food and textile industries 
will use about three-fourths of their 
outlays to replace and modernize 
present facilities. Clothing and fur- 
niture are two others that will limit 
their spending to modernization. 

America’s industries will have 
added 8.4% to present capacity if 
present expansion plans are carried 
through, which with the new facili- 
ties brought into existence in 1951 
would total a 16% increase for these 
two years of defense mobilization. 

Both Mr. Keezer and Col. Willard 
Chevalier, executive vice president 
of McGraw-Hill, laid particular em- 
phasis on the fact that the survey 


Wr. D. Cat, tne vr 


decal merchandiser, says: 


MULTIPLY 
STORE TRAFFIC 
WITH PF 
WINDOW 
DECALS! 


Setiiia on the sales-pulling power of your national advertising! 
Let PF window decals point out where your products are sold! PF decals 


are economical, stay color-bright for years, do a selling job in cost-free 
space! So, get the most out of your advertising dollar with PF window 
decals as well as decal valances, nameplate, dealer-service and 
product-decoration decals! 


PF DECALS .. . your last link between advertising and the sale! 


art services, Please send me your . 
consultations > FREE BOOKLET “DECAL-WAYS TO SALES!” 
andestimates | with samples of PF decals. 


# 
SI without obligation 


Name 
Firm.... 
Address 
CR ies 


PALM, FECHTELER & co. 


220 West 42 S/1;:2.£ £-7, NEW YORK x 
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Sales-Tmpact 


* TO SELL THE 


HIGHWAY-HEAVY 
CONSTRUCTION 
MARKET 


ROADS AND 
STREETS 


Published monthly, ROADS AND STREETS 
reaches highway and heavy construction 
contractors, engineers and government offi- 
cials who buy or specify materials and 
equipment for constructing and maintaining 
roads, streets, bridges, airports and all re- 
lated structures. 

This is a 3'/2 billion market 


supported by government taxing power 
and not subject to industrial ups and downs. 


ROADS AND STREETS publishes technical | 


and how-to-do-it articles and pictures that 
help the men in this field. 


Independent readership studies place ROADS 
AND STREETS high in preference in the 
field of highway-heavy construction. 


folder 


2. 
15,000 


Distribution 


Send for “Signposts” 


i 
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HEAVY CONSTRUCTION * 


PREFILED CATALOGS 


PQurMENT MATERIALS BUPRED 





Published annually, Gillette's Heavy Con- 
struction Prefiled Catalog File goes to key 
buyers of materials and equipment used for 
all types of heavy construction work. 


Through this one volume you can make 
more sales at less cost than by distributing 
your catalog individually. Gillette's Prefiled 
Catalog gets preferred usage from a highly 
selective audience of key buyers. It is easy 
to use, provides comparison, always up- 
to-date. Your complete or condensed cata- 
log is correctly classified, properly in- 
dexed by product, company and trade 
name. 
Four-page folder gives complete data 


PUBLISHING COMPANY 
MAPLE ST. CHICAGO 10, ILL 


-always active 
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IN THE YEAR ros52. 


shows that a majority of the com- 
that 
make it a regular practice to 


panies participating reported 
they 
budget capital expenditures several 


years ahead, usually from three to 
five years 

Most of the companies covered in 
the study will finance expansion and 


but 


some will rely on the public money 


modernization out of earnings, 
market. In the chemical industries 
19% plan to borrow and 25% plan 
to sell stock. Similar 
are true of petroleum and electrical 


percentages 


manufacturing 
It takes longer now for an invest- 
ment in new equipment to be re- 
couped out of improved performance 
than it did two or three years ago, 
because of increased costs and taxes. 


drop 
projects will be shelved, 


If profits appreciably many 
according 
to more than 40° of the companies 
answering the survey. 

“We are continuing to make these 
surveys,” Mr “chiefly 
because our friends in industry have 
told us that find the 


helpful in their 


Keezer said, 
they results 
making business 
Expenditures on new plants 
emphasized, 


plans 
and equipment,” he 
“largely determine the level of gen- 
They 


markets for 


eral business activity com- 


pletely determine the 


machinery and other capital goods.” 


part of 


became a 


Ad growth need not keep pace 


~ontinued from page 120 





some interesting remarks. When 
asked if there is any basis of com- 
parison of ABC, CCA and sworn 
circulation publications, Mr. Duffy 
said there is no basis for compari- 
son. Mr. Lang believed that edi- 
torial content determines reader- 
ship and there is no way to deter- 
mine this except by a qualitative 
analysis of circulation statements. 

Mr. Duffy, answering a question 
about fee versus 15% for agency 
remuneration, said he preferred the 
15°% commission, “since it is a more 
satisfactory, equitable and practic- 
able arrangement for all principals 
concerned.” 

Both Mr. Lang and Mr. Duffy 
agreed that too much business pa- 
per research is not specific enough. 
Regarding readership, both 
pressed interest in the specific posi- 
tions and names of regular readers. 

At a luncheon meeting, Stanley 
F. Teele, associated dean of Har- 
vard University’s graduate school 
of business, said that “for commerce 
_the business press is 


ex- 


and industry, 
a major extension educational serv- 
ice, and and _ essential 


supplement to the research activi- 


represents 





ties in which universities engage.” 

Dr. Teele said four trends are of 
sufficient importance to bear watch- 
ing. These are: (1) the growing 
concept of the business leader’s re- 
sponsibilities; (2) the great weak- 
ness of research in business admin- 
istration; (3) the increasing em- 
phasis on human relations in 
business; and (4) the interest in 
on-going education. 

More interpretation of economic 
and social trends in relation to spe- 
cific industry problems by business 
paper publishers and editors also 
was urged by James G. Lyne, pres- 
ident of Simmons-Boardman Pub- 
lishing Corp. Mr. Lyne suggested 
that ABP set up awards to business 
paper editors for such interpreta- 
tions. 

The general conference chairman 
of the sessions was William D. Lit- 
tleford, president of Billboard Pub- 
lishing Co. Arnold D. Friedman, 
president of Lebhar-Friedman Pub- 
lications and chairman of the ABP 
board of directors, presided at the 
luncheon session. 

Further suggestions for improv- 
ing the job being done by business 
publications were offered at the an- 
nual midwestern clinics in Chicago, 
which preceded the New York clin- 
ics by two weeks. 

Leo Williams, advertising man- 
ager, Retailing Daily, urged space 
salesmen to specialize in idea sell- 
ing. “Talk problems,” he said. “Tell 
your prospect what to say in his ads, 
not why advertise. If you switch 
your emphasis this way, you will be 
giving more service and selling more 
space.” 

He said that salesmen should not 
confine their acquaintances to space 
buyers but should get to know the 
customers’ salesmen, too. Your cus- 
tomers’ salesmen, he said, can often 
give you a surprising quantity of 
information on the customer’s sales 
plans, new products, etc. 

Willard Chevalier, executive vice- 
president, McGraw-Hill Publishing 
Co., listed yardsticks for evaluating 
editorial content, such as volume of 
reader inquiries, amount of coopera- 
tion a publication gets from its field, 
mail surveys of reader interest and 
field surveys. 

William A. Marsteller, president, 
Marsteller, Gebhardt & Reed, ques- 
tioned whether advertising man- 


— Dned the ASME 


... A STATEMENT 
THAT MUST BE SIGNED 


by each of the members of the 
American Society of Mechanical Engineers 
who requests the forthcoming issue of 
The ASME MECHANICAL CATALOG 
and Directory. 


The ASME Mechanical Catalog and Directory is mailed 
only to members of the American Society of Mechanical 
Engineers who have signed the above statement. 


Each gives his firm name, and product or service; 
his title, the nature of his work; and checks his interest 
in Product Development, Production, Maintenance. 


And although 9 in 10 Catalog users renew their requests 
the following year, each must requisition it again 
when he gets his one and only notice. 


Such painstaking selection screens out dead wood and 
assures frequent use by more than 50,000 active specifiers 
and buyers. On an average, each Catalog is consulted 

by 3 to 5 users a total of 30 to 50 times a year. 


WHY DO 15,000 MECHANICAL ENGINEERS 
“NEED THE ASME CATALOG FOR PRODUCT INFORMATION''? 
Because it contains nearly 700 pages of buying information 
with an exclusive directory feature of 50,000 product 


listings. Even more helpful are specific catalog data covering 
some 3,000 products of more than 250 featured suppliers. 


The ASME Catalog is more than needful to the 15,000 
users who request it. It is indispensable. And the Catalog’s 
selling value to suppliers is in direct proportion to the 
buying needs of these 15,000 closely screened 

mechanical engineers who select, specify and buy. 


Space orders for the 1953 issue, published next October, 
are due by June 1. Now is the time for planning. 

To assist you, request “Engineered Industrial Marketing,” 
a 4-page folder with full information. 


MECHANICAL CATALOG 


and Directory 


The American Society of Mechanical Engineers 
29 West 39th Street, New York 18, W. Y. 
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"i selected 
GAS 


... because it has the larg- 
est circulation—both in total 
copies and in copies to gas 
company readers. We get 
maximum effectiveness 
from our advertising be- 
cause 92% of the circula- 
tion is to individual gas 
company men.” 








...and because GAS has 


» More complete coverage of the 
billion dollar gas utility and pipe- 
line industry. 

Its circulation reaches the men 
who have authority to buy—the 
same men your salesmen contact 


Circulation Verification is Two- 
Fold. 96.53% Verified by C.C. A 
for list accuracy. 93 Verified 
for Readership by independent 
audit 


Authoritative editorial coverage 
backed by 26 years experience 
features the know-how and why 
of methods and techniques, 
which means high readership 


More editorial and advertising 
pages per issue than any other 
Gas Industry Publication 


A circulation increase of 79% 
in 10 years has kept pace with 
the growth of the industry 


Lowest advertising rate per 
thousand circulation, plus com- 
plete industry coverage. 


Write for Latest 


BAS | | Market Data... 


NBP 
A JENKINS PUBLICATION 


198 So. Alvarado Street 
Los Angeles 4, California 
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agers place major importance on 
evaluating editorial content. He as- 
serted that the ad manager “doesn’t 
have time to evaluate content, par- 
ticularly if he buys space in 100 or 
more publications. What the space 
buyer is most interested in is proof 
of readership.” 

John L. McCaffrey, president, In- 
ternational Harvester Co., said that 
advertising expenditures would in- 
crease in ratio to sales in 1952. 

“I believe that 1952 will call 
for real sales effort and that we will 
separate the men from the boys as 
far as the effectiveness of a sales or- 
ganization is concerned. That same 
observation relates to all the other 
activities which support sales, such 
as advertising 

“I would also expect to see ad- 
vertisers scrutinize their advertising 
expense more closely, to be sure 
that they are getting maximum re- 
sults for the money.” 

Predicting that sales and prices 
both will increase, Mr. McCaffrey 
declared: 

“1952 will put all selling organ- 
izations to a real test. I believe the 
present price level puts a higher- 
than-usual premium on_ quality, 
service and salesmanship.” 

At a session for circulation man- 
agers and editors, Robert Hill, cir- 
culation manager, Baker’s Helper, 
cited results of a survey to learn 
why subscribers failed to renew. 
Results showed that 30° of sub- 
scribers who failed to renew could 
be sold again by personal solicita- 
tion, 34°. said they had no time to 
read, 24°;, had gone out of business, 
14°, had_ subscribed to another 
publication and the remainder gave 
miscellaneous reasons 

At a session for space representa- 
tives, A. H. Fensholt, president, 
Fensholt Co., Chicago, urged repre- 
sentatives to advise their customers 
to decide the objective a campaign 
and then stick to the supporting 
theme consistently. 

“The objective can be to pull in- 
quiries or to push a sales idea,” he 
said “Knowing that objective 
makes all the difference in the 
world in evaluating results later.” 

He cited two ads in the same 
campaign, one with a very high 
Starch score and the other with a 
low Starch score but with four 
times as many inquiries pulled. 





“| Bought 


Butane-Propane News 


... because | know we 
reach an alert audience. 
From 80 to 100 readers ev- 
ery month write to the edi- 
tors for advice on technical 
and engineering problems. 
This confidence in BUTANE- 
PROPANE News means bet- 
ter results from our adver- 
tising to the Liquefied 
Petroleum Gas Industry.” 





... and because BP-News has 


>» 50° greater coverage of read- 
ers in Bulk Plants who represent 
85% of the industry’s purchas- 
ing power. 


Largest circulation, highest sub- 
scription rate, and the highest 
renewal percentage in the in- 
dustry. 


The Pioneer Publication with 
more than 20 years editorial ex- 
perience 


Publishers of the only library of 
technical books — Headquarters 
for LP-Gas information since 
1931. 


Seven Readership surveys prove 
BP-News first choice by a 2 to | 
majority. 


First in display and classified ad- 
vertising for 13 years. 


In 1951, 88 exclusive advertis- 
ers used only BP-News Publica- 
tions to sell this market. 


Write for latest 


PROPANE 
BUTANE? a 


A JENKINS PUBLICATION 


198 So. Alvarado Street’ 
Los Angeles 4, (@elitielailie) 
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thrown aside and accumulated until 
such time as the receiving clerk gets 
around to sorting and preparing the 
tools for repair. 

In the shop too, they are shunted 
about until the foreman can find 
“spare time” to work on the dam- 
aged tools. Time elapses and the 
tracers initiated by the customersy 
begin to arrive. At that time, the 
damaged tools are taken from the 
repair pile and placed in working 
order. Other instruments that may 
have come in previously are dis- 
regarded for the simple reason that 
their owners have not yet traced 
delivery or complained of non- 
receipt. 

While an isolated like 
this may not do much harm, when 
it becomes the general practice and 
hundreds of repair orders are mis- 
handled in this neglectful manner, 
there is bound to develop a feeling 
of resentment throughout the trade. 

It is really a simple matter to 
work out a system of repair han- 
dling that will first give immediate 
acknowledgement to the customer 
of the arrival of the instrument and 
provide an anticipated delivery date. 
Even though this may not be right 
on the mark, it assures the customer 
that the shipment has been received 
and is being given the attention it 


instance 


deserves. 

With the acknowledgement, the 
service or repair department can 
also include a sales promotion piece 
endeavoring to sell a spare instru- 
ment or related tool. The main 
consideration is to give the custom- 
er the idea that he is being given 
personal attention, that you are in- 
terested in repairing his instrument 
and that you are going to return it 
to him as quickly as possible. 

If the customer is within reason- 
able telephone distance, it is also 
good sales promotion for the service 
department to acknowledge the job 
by phone and at the same time, per- 
haps, to sell him on the installation 
of a new attachment or extra spare 
parts for the tool. The customer 
appreciates personal attention and 
the assurance that his problem is 
being handled to the best of the 
supplier's ability. 
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Team-up with this powerful sales duo: 
Heart of Industrial America''—richest concen- 
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‘The 


of industrial buying power, and M.P.A., 


own maqazine, covering ‘The 





exclusively! 


Guaranteed 100% “Buyer” Audience 
in Your No. 1 Industrial Market 


—— 


For sales facts —— ask the Sales Man- 
ager! He'll say you can’t beat selling 
direct to ‘‘buyers’’ in your best market. 
That’s exactly what you'll do in M.P.A. 
—you’ll reach every industrial P.A. in 
the ‘‘Heart’’ of the World’s Richest In- 
dustrial Area, valued at nearly 100 
billions, and still growing fast. Cover- 
age extends into all classifications of 
diversified industry. Here’s where the 
buying is done, and here’s where the 
sales are made—ask the Sales Man- 
ager. So, if you sell to industry, here’s 
where your advertising belongs, in 
M.P.A. Begin with the next issue. Ask 
for rates and circulation data today! 


TEWLDW ES L 
PURCHASING 
AGENT 





90-Billion-Dollar Midwest! 


"National" advertisers use 
over 50% of the space: 
(steel) U. S., Republic, Ryer- 
son, Williams; (brass) Bridge- 
port, Chase, Scovill, Amer- 
ican; (oil) Standard, Cities 
Service; (packaging) Hinde 
& Dauch, Robert Gair, Amer- 
ican Box; (brushes) Osborn; 
(castings) Eaton; and others. 


Send for 
industrial 
Ratio Map. 
it's FREE! 


‘SMLDW EST Begs 
PURCHASing — 
AGN... 


639 Penton Building 
Cleveland 13, Ohio 
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HOLY SMOKE 
DAISY... 
\ | see 











In one short year America's 24 mil- 
lion cows produce enough milk to 
form a river 3 feet deep and 40 feet 
wide, extending from San Francisco 


to New York ... Some 120 Billion 


pounds of milk. 


THE MARKET— 


MILK, Its produ 
$10 Bill 


roximately 


p! 
ndustry functioning 


YOUR share of the more than $400 Mill 
pended annually for these supplies depen 


ly on your method of approach to this vas 


WHO READS MILK PLANT MONTHLY... 
Owners and Key Men all through the industry 
avidly read each issue of MILK 
MONTHLY for its up-to-the-minute news . . 
Timely articles on new products, devel »pments. 
patents and better methods in prox Aad milk 
Thousands of requests for technical 

abstracts bear mute evidence that MILK. PLANT 
MONTHLY has been a valuable tool in daily 
use by the head men of the milk processing in 
dustry since 1912 


NO WASTED CIRCULATION— 


Sold _ strictly on its merits, MILK 
MONTHLY never offers any 
or other loading of 
impressive but useless circulation 
stead Circulation is concentrated 
worthwhile segment of the Milk Pre ocessing 


dustry and is A.B.C. audited for y protection 


PLANT 


Your advertising message reaches the cream of 
the buying power of this huge market Proot 
of this fact is the 68.22% of Paid renewal sub 
scriptions Truly, MILK PL ANT MONTES Y 
is your Open Gateway to success ly ng the 
Milk Processing Industry at the ipaseat actual! 
cost 


Write today for detailed A.B.C 
A.B.C. Audited Since 1929 


Milk Plant Monthly 


327 South LaSalle Street 


Information 


Chicago 4, Illinois 
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PLANT 


Timeliness boosts P&H sales 


ntinued trom page 





from bird-dogging and canvassing, 
so that his time can be concen- 
trated on closing the new builder 
and on educating him in better sales 
methods. Success in this objective 
was measured in part by the 3,150 
wrote, tele- 


home builders who 


graphed, phoned or visited head- 
quarters in 1951 as the traceable re- 
sult of business paper advertising. 
Full impact of this response to 
business paper advertising and col- 


lateral sales activities may not be 


felt until 1953 or later. Builders 
often spend a year or more studying 
prefabrication before they sign a 
franchise agreement, and a full con- 
struction season before they obtain 
their potential sales volume. 

In addition to these efforts and re- 
sults in lining up new builders, the 
second big phase of the sales and 
advertising program was to educate 
the builders in selling prefabs. One 
of the first things accomplished was 
development of an open house sales 
demonstration prescribed for the 
builder. The complete procedure for 


preparing and staging the open 
house was detailed in an 1l-page 
manual. The manual was prepared 
by P&H’s agency, Burnett & Logan, 
Chicago. 


The manual was divided into 





three sections: (1) operations, (2) 
P&H extras and (3) advertising, 
public relations, publicity and pro- 
motion. The section on operations 
suggested how to choose the best 
location of the model home to be 
used for the open house and how to 
promote traffic with such means as 
P&H direction arrows and the deal- 
er’s own signs, pennants and stream- 
ers. Suggestions for furnishing the 
home ranged from pinning together 
the guest towels on the rack as a 
means of preventing theft, to barring 
price tags on furniture loaned by 
local stores (A reminder to the 


builder: “Remember, you are selling 


ther 
2 head 


houses, not furniture.”). 

The section on “P&H extras” in- 
cluded a listing and explanation of 
25 features of P&H homes. that 
should be pushed as sales arguments 

including sliding doors, windows 
that can be washed entirely from 
inside the house, etc. 

The section on advertising and 
promotion offered company 
services as newspaper ad mats, ad 
illustrations in mat form and sam- 
ple copy for local advertising. Ways 
were suggested for getting coopera- 
tion from local suppliers and sub- 
contractors, such as painters and 
electricians who worked on_ the 
model home and who usually want 
to promote their work through local 
advertising. The builder was also 
urged to set up a registration book 


such 








“/he TOOL 
ENGINEER 


talks your 


"Tool engineers is the name 
industry has adopted for the 
men whose responsibility it is to 
plan and equip the Eas of 
manufacture. Machines, tools, 
gages and allied manufacturing 
equipment are his concern. 


Regardless of his actual title— 
whether President, Production 
Manager, Master Mechanic or 
Production Engineer, etc.—the 
tool engineer talks your lan- 


guage. 


You can tell him straight from 
the shoulder what you have to 
offer knowing that he not only 
understands but is actually 
LOOKING for such informa- 


tion. 


EIGHTEEN THOUSAND of 
these tool engineers are mem- 
bers of the ASTE. The publica- 
tion they read above any is 
their own magazine... 


JulToo! 
Engimeer 


PUBLICATION OF THE AMERICAN 
‘Yolel| 2a ame) mm cele) Med (ci 144.8) 


or card file to get full information 
for building a prospect list. The 
manual offers sample registration 
cards. 

Another project serving in builder 
education, as well as in lining up 
new builders, was a new sales kit in 
which all materials of help to the 
salesman were organized and _ in- 
dexed. These materials, formerly 
scattered, included forms, 
technical information on prefabri- 
cated building, samples of P&H na- 
tional advertising and dealer co- 
operative advertising (P&H pays 
half the cost up to $20 a house), 
information on 


order 


testimonials, and 
shipping. 

P&H cut costs on two full-color 
sales booklets . . one aimed at sell- 
ing the builder and the other at sell- 
ing his customers . . by using the 
same art work and layout in each 
and varying only the copy and 
headlines. The company offers the 
builder a minimum amount of such 
literature without charge, and puts 
a minimum charge for production 
costs on any additional literature to 
discourage builder from wasting it. 

The 1952 advertising campaign in- 
cludes several basic changes. Busi- 
ness paper ads, which were black 
and white in 1951, will include full 
color inserts to capitalize on eight 
color variations that P&H is offer- 
ing in its homes. The color varia- 
tions, and 12 different exterior de- 
signs, were created by architect 
John Normile for P&H to avoid the 
monotony of some housing projects 

. a major buying resistance factor 
in home building. 

Inserts were scheduled in Amer- 
ican Builder, the new House & 
Home edition of Magazine of Build- 
ing, NAHB Correlator, National 
Realty & Building Journal, and 
Practical Builder and in two finan- 
cial publications, Mortgage Banker 
and Savings & Loan News. 

The same art was used in two 
booklets and two sets of jumbo post- 
cards. Half the postcards were 
mailed to builder prospects before 
the NAHB show in January. The 
remainder went into sales kits. 


R. Thomas Willson . . {for 
publicity and sales r 
Towne Mfg. C Philadeiphia, has been 
named advertising and sales promotion 


manager, Baker-Raulang rleveland 


“Me TOOL 
ENGINEER 


talks your 


Published by the American 
Society of Tool Engineers, the 
TOOL ENGINEER is devoted 
exclusively to the interests of 
18,000 tool engineers whose re- 
sponsibility it is to select and 
specify the equipment and 
processes to manufacture any 
product in quantity. 
According to a recent survey 
(copy on request) 88% of such 
purchases are initiated by the 
tool engineer in plants having 
over 5000 employees. 
TOOL ENGINEER magazine 
talks their language—your 
language. Its editorial content 
covers processes, equipment, 
techniques and materials. Its 
advertising pages are literally 
blueprints for tool engineers. 
Over 80%, at their own re- 
quest, receive their copies at 
home—where they have more 
time to study what you have to 
offer their companies. 
Tell him your story through his 
publication... 


A.S.T.£. BUILDING 
10700 PURITAN AVE., DETROIT 2) 
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WILL ole CATALOGUE REMAIN 


WITH YOUR MAN..AFTER YOU SEND IT? 


Yes, THE PAPER 


AND PULP MILL CATALOGUE 
offers 365 days of active usefulness It 


Service, Manufacturers Catalogue Section, and 
Section working tools for all key men in the mills. 
You can be certain that your 
important decisions are being made for im 1s at 
those who buy and specify 

Single or multiple pages (catalogue style) are 
furnished inserts of 2, 4, 8, 12 or 16 pages 
Consult us today regarding space reservations 
preparation 


THE PAPER INDUSTRY 


This is the place to make monthly contacts with 
America’s 6th largest Industry! The PAPER IN 
DUSTRY is the oldest ABC monthly has the 
largest net paid circulation to paper and pulp 
mills and has lower cost per 1000 
paid circulation than any other publi 
cation in the field. Makes a powerful 
combination with the Catalogue 


FRITZ PUBLICATIONS, 


Lite 


431 SOUTH DEARBORN STREET, CHNAGO 5, ILL. 


embraces a complete 
a Comprehensive Engineering 


accepted 


Buyers 


product information will be referred to when 


the finger tips, daily, of 
or we can bind-in 


1952-53 Edition now in 


A SERVICE ORGANIZATION 
TO PAPER AND 
PULP MAKERS 

SINCE 1919 


Sales Promction Ideas 


tinued from page 04 














Industry 
jal Mark 
Cling s 


ply systems. Also included are care 
of starting engines, marine gear and 
generators, and a_= sprinkling of 
weather hints and general informa- 
tion. The cartoon 


used as the best means of catching 


technique was 


the interest of and putting the point 
across for hard-bitten operators of 
“Cat” diesel and marine engines and 
electric sets. 

The booklet is designed for use in 
combination with the company film, 
“Down Time,” with which Cater- 
pillar dealers are supplied. 


Mr. Chek marks the spot 


for stymied oil customers 


Oil and automotive executives 
will be reminded of the Chek-Chart 
Corp., Chicago, even on the golf 
course next Coin sized 
markers of varying shapes to mark 


spring. 


stymie lies on the green are being 
sent out in the company’s promo- 
tional mailing. 

The plastic markers are inscribed 
with the slogan, “Mr. Chek Marks 
the Spot,” a play on the Chek-Chart 
lubrication charts on which truck 
operators keep track of lubrication 
needs of each vehicle in a fleet. A 
set of four markers is sent to ve- 
hicle and truck fleet operators. 





Switch from bulk to packaged 
water tubing promotes Chase 


The problem of bringing copper 


water tubing out from behind its 





anonymity and identifying the prod- 
uct more closely with the maker and 
his trade-mark is successfully at- 
tacked by a new carton used by 
Chase Brass & Copper Co. 

The carton holds from two to five 
60-foot lengths of soft temper cop- 
per water tube boldly identifying 
the product, its maker and the fa- 
mous centaur bowman of Chase 
Brass & Copper. The carton, de- 
veloped by the Chase advertising 
department, represents a departure 
from traditional heavy industry 
marketing practice for products of 
this type. Generally tubing is sold 
in bulk and crated in heavy wooden 
cases with little or no attempt at 
product promotion. 


Jaw wagging promotion 
possible with Advergum 


Advergum, the chewing gum with 
a sales message, is the latest sales 
promotion device offered to con- 
sumer and industrial advertisers. 

Four wrapper designs offered 
have space for a four line message 
for the advertiser, on the front panel 
and three lines of copy on the back 
panel. Wrapper color combinations 
include red-blue, red-green, red- 
yellow and blue-yellow. Flavor 
choices peppermint, spearmint and 
chlorophyll. 

Advergum is packaged like stand- 
ard brands of gum with five foil 
wrapped sticks to the package and 
20 packages to the box. It is avail- 
able only in case lots of 50 boxes to 
the case. 

Promotion plans for Advergum 
include direct mail to specialty job- 
bers to be followed by trade pub- 
lication advertising, according to 
Lester B. Patterson, president, Ad- 
vergum, which is located in Chicago. 

This is the same company that in- 
troduced Your Name cigarets last 
April. 





Harold A. Beaudoin . . manager, New 
England advertising and sales promotion 


h 


zenera 


DAILY Buying decisions are based on... 
DAILY Trade News and... 
DAILY Exposure to 

HELPFUL ADVERTISING 


Over 30,000 purchasing, management, and operating executives 
in the metal trades who believe in accurate timing read AMERI- 
CAN METAL MARKET five days each week, They make 
daily decisions. There’s no delay—they buy today! 

To sell today to the world’s most active industries, advertise 
in AMERICAN METAL MARKET, the only metal-trade pub- 
lication geared to keep pace with the tempo of the times. 


ind Out Why 


Ask for AMERICAN METAL MARKET'’s unique story—find out: 

Why today’s metals, machinery, equipment buyers can’t wait. 

Why AMM earries a large number of exclusive advertisers and a greater 
volume of metals advertising than the combined total of several weekly and 
monthly metal trade publications. 

Why many leading companies have continued advertising in AMM for 10, 15, 
25 years and even longer. 

Why AMM'’s fully paid circulation has more than doubled in past 10 years ... ABC 
statement 9-30-51 shows 6 months avg. of 12,249 subscribers at $20, each per annum. 
Why AMM is the fastest, most direct and most economical advertising contact 
between you and your metal-trades market. 


YOUR SHORTEST, FASTEST ROUTE FROM FACT TO ACT 


AMERICAN METAL MARKET 


Since 1899 The Daily Newspoper of 


the Steel and Metal Industries 


18 Cliff Street New York 38, N.Y 


TARE YOU BUILDING A 
|BUSINESS PAPER SCHEDULE? 





ANNUAL MARKET DATA 
& DIRECTORY NUMBER 
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ain industrial 


and prospects throughout 





Latin America’s enormous 


Textile industry: -- 


is the SERVICE Sra 
performed by National -American Foundrymen’s So- 


ciety Annual Meeting, Atlan- 


TEXTILES : ise hi igo. sia ii City, we ; 
PANAMERICANOS =“ Eichinyet ies “rei Me a 


. -4th International Lighting Ex- 
position & Conference, Cleve- 
land Auditorium, Cleveland. 


-- Third Annual Convention of 
National Cotton Manufactur- 
ers Institute, Haddon Hall 
Hotel, Atlantic City, N. J. 

Parts 

lipment 


n H 


22-24.. American Society for Quality 
° Na 11 A n of Control, Onondaga Count 
Here, in 7 f ' Sh Sener War Memorial, hesuanaa, 
clear, simple hica N. Y. 
. . a 
idiomatic 
Spanish... 
is given month-by-month re 
ports of textile technological 
progress. Here the leadin 
machinery, dyestuffs and tex 
tile chemical exporters present 
their lines and, during times ol 
material shortages. insure that 
the fame of their organization 
is kept alive. 
More than 3000 mill men in 
Mexico, Cuba, Central and 
South America read TEX 
TILES PANAMERICANOS as 
a guide to what is new in North 
America and who makes it 
For comple te details about this 
produc tive business journal 


write: 


570 7th AVENUE, NEW YORK 18, N.Y. 


we — — 
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From Washington 





operating and rate making methods. 

Meanwhile Congress is expecte 
to eliminate at least one feature of 
last year’s rate bill . . the 10°% sur- 
tax postcards, purchased in 
quantities of 50 or more. Acknowl- 
edging that this surtax flouts all the 
laws of business economics, mem- 
bers are wondering how they 
let it get by. 


on 


ever 


More U.S. Newsprint . . The Na- 
tional Production Authority's print- 
ing and publishing division pushed 
through the necessary paper work 
authorizing construction of nearly 
300,000 tons of additional newsprint 
the U.S. When com- 
pleted, this means an increase of 
about 20% in total U.S. newsprint 
facilities, but it will still leave pub- 
lishers at the mercy of Canada for 
nearly 80°, of their newsprint. 
Important fact about NPA’s news- 
print program is that this is the big- 
gest U.S. newsprint expansion in 
nearly 40 years. Until Canadians 
boosted prices to $116 a ton, US. 
mills were more interested in mak- 


capacity in 


ing more profitable grades of paper. 

Through careful conservation, U.S. 
publishers came out of 1951 with in- 
ventories of newsprint slightly larg- 
er than they ended 1950. At the 
moment, there is something of a 
slump in demand. But officials are 
predicting that the newsprint pinch 
will be tighter than ever before 
1952 is finished. 


Perverted Competition? . . Two 
are struggling 
unanswerable 


house committees 
with of those 
economic arguments . . 
maintenance, or as it is popularly 
called, fair trade. Interstate Com- 
merce and Judiciary Committees 
both have bills which would tighten 
fair trade laws by penalizing dis- 
tributors and retailers who cut 
prices, even though these distribu- 
tors have not entered directly into 
price maintenance agreements. 

The laws are supposed to put fair 
trade back to where it was last May 
when John Schwegmann, a New 
Orleans super-market operator con- 
vinced the Supreme Court that he 
could not be required to sell whisky 


one 
resale price 


IVEL 
Fme_ 





Looks like TWA’s own custom-built display, 

doesn’t it? But it’s a pre-fabricated IVELPAK, 

to which Ivel added TWA’s own material — including 
model plane for animation. TWA is using a series of 
these units with tremendous success at conventions, 
terminals, sales meetings, scores of other locations! 


Before yous next trade show, exhibit, sales meeting or convention, 
investigate IVELPAK — the prefabricated, self-contained exhibition 
display that gives you all the benefits of a custom-built exhibit at much 
lower cost and with much less effort! 


"incorporates copy, artwork and color of your choice! 
arrives at location ready for immediate use! 
‘can be set up quickly by anyone . . 
is ready for shipment after the show in a matter of minutes! 
one be bought or rented at low cost in your choice of five models! 


Bearn how IVELPAK has solved exhibit problems for some of America’s 
best-known firms . . . and how IVELPAK can give your firm better 
‘exhibits at lower cost. The whole interesting story is yours in a handy 
‘file folder, complete with check-list of requirements for a successful 
~ exhibit, dust wre obs your mrresey letterhead or use the coupon. 


“Designers and Builders 
OF DISPLAYS AND EXHIBITS 
96-18 43rd Ave. Corona 68, N. Y. 


CORPORATION 
ILlinois 7-2002 


Please send me the complete story on IVELPAK, and your check-list of requirements 
for a successful exhibit. 

NAME 

FIRM 

ADDRESS 


ZONE _ STATE 


CITY 


iF — 


. no skilled labor or tools needed! 
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Consulting 
Engineers 


Architects 
Engineers 


MatesmVagsats 
Buying Power 


Contractors 


Reach the Key Men... Engineers 


HEATING and VENTILATING'S  ¢ 


Equipment Design 
| 


ng ‘ Survey vert : 
ing Power irvey, coverin " Engineers 
of 100,000 r more population 
wineers and contractors who 
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istalling systems of heating, ver Engineers 


wes ling field . Public Utilities 
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our circulation efforts 
Government 


important our close contact witl Engineers 
} } 


buying withorities And 


men enables us ( learn at first han 
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Sales 


cir needs al 
Engineers 


Interest Them... Operating 


These busy men are not interested in’ ab Engineers 
stract theory or exhaustive research findings 
They want and get in H & \ practical 
upplications of the theory, actual uses for the 
research findings neret ready-to-appl 


ict that save then 
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| EZ 7 At a flip of the fingers 
Eze Dis ayy aster props up a 
— a | 6 when prospec 


fussing with gadget 


SEND FOR FREE FOLDER 


Sales Tools, Jue. CHICAGO 12, 


ry 
o 
@00060600600060606006666 


— .! . Displaymaster 


A Ring Binder that STANDS, SITS or LIES FLAT 


omes a hard-hitting sales tool. 
angle when prospect is stand- 
This better vision means 
better presentations. Sets up and takes down in a flash; no 
Also 100s of Other Items! 


1706 W. Washington Bivd. 


at the fair trade price, since he had 
never promised to respect that price. 

Knowing that Congressmen want 
to protect small business from cut- 
throat competition, several retail 
groups have argued very effectively 
that nationally advertised products 
will always become loss leaders un- 
less they come under fair trade pro- 
tection. On the other hand, Mr. 
Schwegmann came up, at his own 
expense, to argue that the philoso- 
phy of fair trade is foreign to the 
free enterprise system. “Under fair 
trade,” he said, “competition is di- 
verted from its normal function of 
reducing retail prices to a perverted 
competition between manufacturers 
to set the greatest guaranteed profits 
for everyone.” 


Conservation, Again . . NPA is 
beginning to grind out “conserva- 
tion orders” to save scarce metals. 
It’s a tedious process, since stand- 
ardization orders can’t be issued un- 
til they have been widely circulated, 
and put through several revisions. 
One such order issued during Feb- 
ruary prohibited the use of copper 
in lighting fixtures. 

Another, standardizing storage 
batteries, was issued, and despite 
precautions, subsequently — blasted 
by industry members as “unrealis- 
tic.” 

DPA Chief Manly Fleischmann 
has promised conservation orders 
will be issued only where “signifi- 
cant” amounts of metal can be 


saved. 


Plants Stay Near Home. . Dis- 
persal of industrial plants has sim- 
mered down to a program of man- 
ageable proportions. For one thing, 
no established industries are to be 
moved. Secondly, individual com- 
panies and local communities are to 
have a major responsibility in 
carrying out the program. 

Dispersal centers around about 53 
major industrial cities. Under the 
dispersal policy, new industrial 
plants are to be scattered in an area 
10 to 20 miles from the center of 
these cities. Officials feel this type 
of dispersal provides maximum se- 
curity, without disrupting local eco- 
nomic balances, and permits con- 
struction of plants in areas where 
trained labor forces are available 








301/circle on Readers’ Service card 


Ideas for Better Merchandising 
Displays. Sales Presentations 
Brochure offers 80 pages of ideas for 
displays at your distributor’s show room 
and at industrial shows. Brochure, “Vis- 
ual Merchandising Presentations,” covers 
scles presentations, display fixtures, lay- 
outs, ways to get most use of floor space. 
From Reflector-Hardware Corp., Chicago. 
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How to Find and Sell 
to the Hard Goods Market 

A listing of engineering materials, clas- 
sified in five basic groups, that are bought 
by the hard goods manufacturer and an 
analysis of 25 kinds of facts that he wants 
to know before he buys. A breakdown 
of an $18 billion market in 1952. Offered 
by Reinhold Publishing Corp., New York. 
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Four Ways to Get More Sales 
Without More Salesmen 

A 26-page booklet tells how you can 
use slide charts (1) to give your customer 
product information or useful technical 
data . . in short, to service or sell him, 
(2) to pull inquiries (3) to build a prospect 
list and (4) to put product answers at your 
salesman’s finger tips . . saving his time. 
Full of illustrated case histories from 
Perrygraf Corp., Maywood, II. 
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How to Sell with Models 
of Your Product 

Illustrated folder tells how manufac- 
turers have used plastic models of indus- 
trial equipment to help put across the 
sales story. For remembrance value, 
arousing interest, telling sales message on 
a desk top when your heavy equipment is 
miles away, this is a useful story. Offered 
by Ideal Models Co., Detroit. 
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Market Facts on the Growing 
Motor Truck Industry 

For those interested in selling to the 
motor truck industry, this is a comprehen- 





shippers. 
and figures, booklet is offered by Auto- 
mobile Manufacturers Assn., Detroit. 
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How Admen, Sales Execs Can 
Save Time with Tape Recordings 
Here are detailed ideas on how admen, 
and sales executives can use tape record- 
ings to do parts of their jobs better. Ex- 
amples: (1) tape record labor-management 
meetings for playbacks to employes, (2) 
tape record your star salesman’s pitch 
and send it to distributors to improve their 
sales results. Ten other uses and how to 
implement them are told in 16-page book- 
let by Minnesota Mining & Mfg. Co., St. 


Readers’ Service Dept. 


5203 


How to Advertise 
to Real Estate Men 

Case-history examples of successful ad 
techniques used to reach a multi-billion 
dollar market . . the real estate men. . 
are offered in this booklet by “Realty.” It 
tells you what services and supplies these 
men buy for their buildings, how they 
buy, how they apportion the budget, 
which men to reach, what to say and 
what not to say to them. 
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How to Buy Printing 
at Lower Cost 

All the steps in the most economical 
buying of printing are outlined for you 
here. This new manual by Kimberly-Clark 
Corp., Neenah, Wis., will help you with 
your printing problems ... whether you 
are a buyer, a user or a planner. 
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*Note inquiries for items listed 
not serviced beyond June 15, 1952 








BUSINESS REPLY CARD 
First Class Permit No, 85, Sec. 510, P. L. 6 B.. Chicago, Ml. 








Readers’ Service Dept. 
INDUSTRIAL MAREETING 
200 East Illinois St., Chicago 11, Il. 
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* Send for these helpful selling tools 
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Helpful Hints 
on Business Gift Giving 

A new gift and premium catalog, with 
wholesale price list, illustrates 350 mer- 
chandise items for business gift giving, 
incentive programs, etc. One helpful sec- 
tion is titled, “Preferred Gifts,’ shows espe- 
cially popular items, based on reports 
from 50 leading department stores. This 
convenient reference book is offered by 
Cappel, MacDonald & Co., Dayton. 


310/circle on Readers’ Service card 


A Gallery of Advertising 
Illustration Ideas 

A quarterly bulletin issued by Collins, 
Miller & Hutchings, Chicago, gives you the 
in novel ad illustration ideas by 
Complete with full-color 
You can be added to mail- 
ing list for this bulletin for the asking. 


latest 
leading artists. 


illustrations. 








< 
x 


311/circle on Readers’ Service card 


What to Expect 
in the Building Industry 

A forecast of the future of the building 
industry, based on its tremendous devel- 
opments in the past ten years, is offered 
in a booklet published by “The Magazine 
of Building.” Past developments, reviewed 
in detail, are related to present and fu- 
ture. Charts show gross national product, 
population growth, investment in new 
plants and equipment, construction trends. 


312/circle on Readers’ Service card 


How to Plan Your Sales Program 
in the Baking Industry 

A new market study of the $3.6 billion 
baking industry is outlined in a booklet 
by “Baker's Weekly.” It covers size of 
market and its organization by types of 
producers and distributors, shows trends 
as 35% of establishments take over 90% 
of business. 


tit. 








BUSINESS REPLY CARD 
First Class Permit Me, $5, Sec. $10, P. L. & R., Chicage, Il. 








Readers’ Service Dept. 


INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Ill. 


Readers’ Service Dept. 
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¥ Pleose print or type information below 





Please send me the following 
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301 302 303 
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CITY & ZONE 
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What You Should Know 
About the New Postal Laws 
Complexities are made simple in this 
booklet explaining postal regulations up 
to the minute. Offered by Envelope In- 
stitute of America, a 52-page booklet cov- 
ers first, third and fourth class mail, for- 
eign and domestic, complete with pointers 
on how to make economies by knowing 
the law. 


314/circle on Readers’ Service card 


How Heating, Ventilating 
Equipment Is Bought 

Specifying and buying practices in the 
complex heating, air conditioning and ven- 
tilation market are outlined in a 24-page 
booklet offered by “Heating & Ventilat- 
ing.” Crammed with facts on individual, 
specific buying practices and influence of 
the consulting engineer, architect, contrac- 
tor, original equipment manufacturer, job- 
ber and distributor. 


315/circle on Readers’ Service card 


How to Get the Most 
Out of Your Container Labeling 

A variety of labeling methods are out- 
lined in this bulletin to help you find the 
best packaging labeling for your indus- 
trial product . . regardless of its size and 
shape. Bulletin covers labeling of chem- 
ical product containers, government spe- 
cification containers, spot labeling, wrap- 
around labeling. Offered by Paisley Prod- 
ucts, Chicago. 


31G/circle on Readers’ Service card 


New Sales Aid Offered 
in Sound Projector 

A booklet of special use to sales and ad 
executives shows advantages of the port- 
able Pageant sound projector. Booklet, 
"Kodascope Pageant Sound Projector,” 
tells how light weight (33 pounds) unit, in- 
cluding projector and speaker, can be set 
up easily for sales demonstrations, sales 
training. Offered by Eastman Kodak Co., 
Rochester, N. Y. 





*Note inquiries for items listed 
not serviced beyond June 15, 1952 





on. 
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Canadian Purchasor 





now effective 





$35 extra per page. 


Hardware & Housewares 


tes, effective April 10 


Qualified Contractor 


New rates, effective April 


Vn Page 
$202 
194 
173 


2r page. 


New rates 


Times Pag 2 


je ‘'/ Page 
$165 
150 


V2 Page 
$142.50 
135 


Western Motor Transport 


New rates, now effective: 





Times Page 2/3Page 1/2 Page 
1 $192.50 $137.50 $110 

6 170 122.50 95 

12 155 110 85 





1 red, $40 extra per page. 


EXAMPLE No, 21 
Among manufacturers of 


SURGICAL, MEDICAL & DENTAL INSTRUMENTS AND SUPPLIES 


132 KEY PLANTS EMPLOY 32,509 


—account for 80.9% of total employment, 


83.3% of production in this industry. 


The latest McGraw-Hill Census identifies each and every one of these 
132 major plants — those with over fifty employees — by name, location 
number of employees, and chief product manufactured. 

The field of SURGICAL, MEDICAL & DENTAL INSTRUMENTS 
AND SUPPLIES is only one of 144 segments of manufacturing indus- 
try. In each of the 144 segments, McGraw-Hill’s Census isolates, iden- 
tifies, classifies and rates the worthwhile manufacturing plants 


‘Hill’s Continuing Census is better 
precns sang enor and where manufacturers amir 
gps pag a enables us to concentrate our = rae 
pede ep no a personal contact, on the anne ie 
presto a oe fl nces within those plants. Compara e — 
Se ae : al ed and maintained for the other i — 
ee aaa and the result, of this continuing hes i ote 
presi soe ene audience of buying influences in key P 

-to-the-m! 
po yea Hill advertisers. 


Complete details on waren” 
1949 Census, — gure a 
tion by & 
online par and sub-major . 
‘ania by regions, by es 
other facts are all contained a ee 
page MARKET DATA BOOK. = : 

or ask your McGraw-Hill man 


copy. 


MARKET DATA 600K 





> McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET NEW YORK 36, N.Y. 
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To choose 


Best Advertising Media 


... get this handbook 
23 penetrating questions 


23 straightforward answers 







no 
charge 


How do YOU 
Judge Advertising Values? 
Can you tell by 


. checking audits (ABC or CCA)? 
. making readership studies? 
. studying editorial content? 


‘* 'Tain't so easy”... 
No, none of these answers such ques- 
tions as— 


. is circulation actually going into 
worthwhile plants? 
. are ''20-men-or-more” plants really 
worthwhile plants? 
... does high (or low) renewal °/, mean 
high (or low) readership? 
... do “company subs” mean reader- 
ship? how many such “subs” are 
there? 


... how do “long-term subs" or “ex- 
tended subs" affect readership? 


Read the answers in 
‘‘How to buy better 
CIRCULATION VALUES”’ 


In this handbook, 23 such penetrating ques- 
tions are asked . . . and receive straightfor- 
ward, clean-cut answers. 

There is no charge . . . This is a service to 
better industrial advertising. 
Just fill in coupon below . . 
letterhead: 


. or write on 





PUTMAN PUBLISHING CO. 

111 East Delaware Place, Chicago 11 
Without charge or obligation, please send 
my copy of HOW TO BUY BETTER CIR- 
CULATION VALUES 

Name Title 

Company 

Address 


City & State 
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Remington’s new drive wins 


notice with fast photography 


Cover Story 





® BIG GOVERNMENT, big industry and 
the push for production have ex- 
panded the market for office ma- 
chines. 

The U. S. defense program has 
helped spur the industry to such 
high levels (more than $1 billion 
last year) that it has surpassed the 
booming sales volume of the de- 
fense-vital machine tool industry. 

One of the companies that has 
been finding that expanding market 
and keeping it supplied is Reming- 
ton Rand, New York, which carries 
20,000 items in its line of business 
machines, business systems, record 
controls and supplies. 

To inform management about 
what just one of those items can do 
in accounting and statistical opera- 
tions, the company launched a new 
campaign of full-page ads in For- 
tune in February for the Remington 
Rand Printing Calculator. The cam- 
paign is one of many on this and 
other products running in 62 maga- 
zines and business papers every 
month. 





Objective of the campaign is to 
win long-term acceptance of the 
Printing Calculator, an all-purpose 
figuring machine that provides a 
printed tape for proof of figuring ac- 
curacy. The method has been use 
of big, dramatic photographs (see 
cover) to win attention and brief 
copy to tell the sales story fast and 
invite inquiries. 

The advertising department de- 
cided to use vivid action photo- 
graphs rather than artists’ illustra- 
tions as a means of achieving added 
realism and “stopper” power. 

The cover photograph of a ham- 
mer smashing a soda pop bottle 
required persistence, patience and 
the modern, high-speed equipment 
of photographer Herbert Herman, 
Commercial Studios, New York. He 
took eight shots before he got the 
one he wanted. One of the pictures 
rejected was of a full bottle of pop 
being shattered . . a good idea but 
one that didn’t get the contrasts of 
the picture finally selected. Mr. 
Herman used a small strobe unit, 
360 microfarids, plus one flash F-32 

. 750th of a second achieved the 
effect he wanted. 

Copy writers working on the cam- 
paign said that the photographs 
achieved practically write their own 
headlines and lead easily into the 
copy . . two short paragraphs fol- 
lowed by several lines spotting the 
five major machine features. All 
ads are keyed and offer literature. 
Only the first ad carries a coupon. 

The campaign idea and copy 
theme were conceived by two mem- 
bers of Remington Rand’s advertis- 
ing department . . Bill Apy, account 
manager, and Roger S. Heins, art 
director . . in collaboration with the 
company’s agency, Leeford Adver- 
tising Agency, New York. 





Salesmen earn $8,000 


continued from page 41 





Automotive, air and rail 
transportation equipment 





Dry batteries 
Tire and other small valves 
Machinery accessories, equipment 


Machinery, special 
industries 





Hydraulic equipment and machines 7,000 
Hydraulic jacks, hydraulic 

equipment, wrenches 7,200 
Hydraulic equipment 
Fuel combustion equipment 


and services 


Miscellaneous 





Paper products 
Paper products 
Orthoptic training equipment 
Industrial adhesives 
Sealing compounds, mastics, 
waxed paper, etc. 
Stapling machines and staples 
Mechanical rubber products 
Fire extinguishers 
and rubber products 
Refractories 
Refractories 
Blueprinting and allied 
reproduction equipment 
Industrial glassware 
Wood tanks and lumber 


Coppus inquiries gage copy 


continued from page 90 





name and address of the representa- 
tive covering the area. 

At the same time, we mail a car- 
bon copy of our letter to the repre- 
.sentative involved so that he can 
follow up the inquiriy. We do not 
expect our representatives to follow 
up an inquiry by an immediate per- 
sonal call, unless the inquiry spe- 
cifically requests a call. In this 
case, we so notify the representa- 
tive. He will, however, drop a line 
to the prospect, offering his services 
and may follow up this letter by a 
personal call when next in that ter- 
ritory. 

At the time we answer an inquiry, 
a file card is typed out, giving the 
name, address, date and key number 
of the ad from which the inquiry 

















mail envelopes. 





SPRINGFIELD 2, 


go out the window... 
Here’s an economy idea for any firm which still addresses air 

Business has long known and accepted the advantages of 
Outlook Window envelopes for regular mail because of time 
saved through not having to address envelopes and the impossi- 
bility of misdirecting mail. 

This new Airmail Style Outlook Window envelope provides 
these same advantages for air mail — where speed and accuracy 
are even more important. 

It’s one of eleven specific suggestions 
for efficient mailing department operation 
This Airmail Outlook idea is just one of eleven economy and 
efficiency suggestions to be found in a new portfolio called “Help 
for the Heart of Business” which U.S.E. has put in the hands of 
your printer, or paper and envelope merchant for distribution. 


22s, Ask him to show it to you. 


 ¢f ¥ UNITED STATES ENVELOPE COMPANY 
8 MASSACHUSETTS 


14 Divisions from Coast to Coast 


E6-A 


WHAT'S GOING ON? @ 


Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 
Ask for New Booklet No. 50 
“Magazine Clippings Aid Business” 


BACON'S CLIPPING BUREAU 
Business Papers @ Farm Publications 
Consumer Magazines 


343 So. Dearborn St., Chicago 4 








SCIENCE JOURNALIST 

SEEKS ADVANCEMENT & NEW POSITION 
Double background includes 8.S. in 
electrical engineering and M.S. in jour- 
nalism with additienal study in physics 
and chemistry. 

Just completed second year in public 
relations for an electronics industry. 
Write technical and general features, 
releases, direct mail, promotion litera- 
ture, bulletins, external house organ; 
handle layout, photography, and pro- 
duction; administer convention partici- 
pation. Know trade press. Prefer in- 
dustry, publishing or agency. Age 28, 
male, married, any locale. 


Box 455 Industrial Marketing 
200 East Illinois Chicago 11, fl. 








March 1952 /139 











ners ona tite 


ee 





‘a 
TO CATCH NEW 
CUSTOMERS... 


When other methods fail, put your 
es message where your prospective 
mer will see it every day—on a 
RULE. He will appreciate this 
| measuring tape that he 






















sO many ways; it even 
aper weight for the 47 
blotters he ives from less imagi- 


native adverti 


MASTER’‘s Blade Rule, so 
popular that it been widely imi- 
tated, feature n indestructible 


chrome case tha ws off your hand- 
some colored n 
reading white 
or 10’) can b 


Nameplate 


late. Clear, easy- 
suring tape (6’, 8’ 
placed in seconds. 
raved on brass or 
t two colors. 
advertised value. 


Call your premium jobber now 
and let him show you the Brite 
Blade and other fine MASTER RULES. 
Or Write Dept. IM3 for details on 
“Good Rules for Good Will.” 
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came. Aside from inquiries involv- 
ing a definite and large job, we 
further follow through 
from our main office. But when an 
order it is recorded on the 
file card 

Results 
twice 


make no 


results, 
from ads are checked 


The file cards show 
of inquiries from 


a year. 
us the number 
each ad as well as the conversion 
into orders. This conversion factor 
is, of course, the important one be- 
stated, 


we are 


but 


cause, as originally 


not seeking inquiries 


many good inquiries. 


many 


We feel we have accomplished our 
purpose fairly well in that it is not 
40% or 50% of the in- 
quiries to result in sales. Through 
our constant system of appraisal we 
hope to continuance of 


unusual for 


assure a 


these results 
New film unit permits 


low cost voice recordings 


@® cHIcAGcO ...A kind of low 
cost sound film projector has been 
industrial companies 
sales training 


new 


introduced to 
for 


and other 


sales promotion, 
uses. 

The 16 mm. motion picture projec- 
tor has been put on the market by 
Bell & Howell Co., Chicago manu- 
facturer of cameras and film equip- 
ment. 

The 
plays back sound by 


new machine records and 
means of a 
magnetic oxide strip applied to the 


edge of 16 mm. single perforated 


film. 
The commentary is recorded by 
the narrator describing into the 


microphone what he sees on the 
screen. If an error in the narration 
is made the speaker simply reverses 
the machine past the point of error. 
The old recording is automatically 
the 


can be resumed 


erased and running comment 

Many films can be given a longer 
usable life with the new magnetic 
tracks by the 


commentaries as 


introduction of new 
needed. Entire 
film libraries can be revitalized by 
this means, company spokesmen 
because narration can be 
and 


of times 


point out, 
recorded erased an unlimited 
number at a cost of only 
342 cents per film-foot. 

“The small manufacturer can now 


make a 10 minute sales training 








So Amazing they seem 
Incredible but 


a Vo Wank 


about these Bedding Facts 


if you can sell the bedding market (a 
$430,827,000 industry) don’t overlook 
BEDDING BUYERS GUIDE & COMPOSITE 
CATALOG published by BEDDING Magazine. 
A survey disclosed that within a 3-MONTH 
PERIOD: 

@ 178 of 241 manufacturers inter- 
viewed purchased 950 in 
goods through this annual guide. 
53% keep their copy on or in desk. 
73% place orders as direct result 
of Guide, each averaging $4,320. 
Each copy used by 3 buying execu- 
tives in plant, averaging 6 times 
monthly. 


Someone is getting that business! You 
have equal opportunity with this ‘““MUST" 
book. 1952-53 edition out in June—forms 
close soon. Investigate! 





Write for copy of 
the survey men- 





Industrial Marketing’ s an Tn 
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& Directory Number 


Merchandise Mart, Chicago 54 











BUT WHAT’S THE 


3rd 


METHOD OF 
CIRCULATION? 











(Advertisement) 





film, for example, for about $200 in- 


cluding film,” President C. H. Percy | 

said. “A professionally made film 

of similar length would cost a mini- of 
mum of $3,500.” 

The new Bell & Howell unit is | Ad ee Eff pe } 
made up of a projector, amplifier, vertising ectiveness * 
speaker and microphone housed in 
a single cabinet. It will play con- 
ventional film, as well as make and Tested Results 
play the magnetic recordings. The 
machine is presently priced at $699. Here are some 1/9-page advertisements from 

| HEATING & PLUMBING EQUIPMENT 
NEWS, with the inquiry-producing record of 
each. These inquiries are forwarded to ad 
vertisers by our Reader Service Department: 
the figures do not include inquiries which the 
advertiser received directly 





Whether or not you are interested in getting 
inquiries, you do want your advertising to be 
read . and these typical results prove the 
readership that advertising in HPEN is get 
ting. 


What's the Reason? 


HPEN is the only paper devoted exclusively 
to giving contractors, dealers and wholesalers 
the information in which they are most in 
terested news of new products in the heat 
ing, plumbing, ventilating and allied fields 
Its circulation of over 35,000 assures thorough 
coverage of this diversified market 


Prove it Yourself 


You don't have to take large space to prove 
the advertising effectiveness of HPEN 
1/9-page unit costs $150 at the one-time rate, 
and takes regular '4-page plates from most 
publications. 


Tell your story to actively interested prospects 

. reach them at lowest cost per thousand 
... in HEATING & PLUMBING EQUIP 
MENT NEWS. 


le 
"ge 
sheet or Hoe, 


An Industrial Press Publication 


NEW CLOSING DATE! 


Effective with the JUNE, 1952 issue, CLOSING DATE for 
PACKAGING PARADE will be 


Ist OF MONTH PRECEDING PUBLICATION 


ISSUE DATE becomes 
Ist OF PUBLICATION MONTH 


Copy to be set must be in 5 days before final closing 
Remember—The JUNE issue of PACKAGING PARADE closes 
MAY 1, appears JUNE 1 


ntinue his duties 4a 
: aes % ‘ =e BERERSRSRSRRRERESERR eee 


Sorensen 





HAYWOOD PUBLISHING COMPANY 
22 EAST HURON STREET, CHICAGO 11, ILLINOIS 
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BLAST FURNACE AND 
STEEL PLANT 


—A monthly semi-technical business paper 
devoted to articles concerning the making 
and roiling of steel. 

Read by the executives and key operat- 
ing officials of the steel plants in all 
ports of the world. A.B.C. — A.B.P. 


STEEL PROCESSING 


—A monthly semi-technical business paper 
devoted to articles on Forging, Heot 
Treating, Stamping, Forming and Welding. 
Read by the executives and key operat- 
ing officials in steel processing plants 
throughout the world. C.C.A. 


WATKINS CYCLOPEDIA OF 
THE STEEL INDUSTRY 


—Published biennially. 
Contains articles of semi-technical nature 
relating to steel making, rolling and steel 
processing. 


Advertising rates on any of the above on 
request. 


Directory of Iron and Steel 
Plants 
—Published annually. 

Priced $15.00 postpaid. 

1952 edition available 
Directory of Steel Processing 
Plants 1952-53 edition avail- 
able 


—Published periodically. 
Priced $15.00 postpaid. 


Publishers 
STEEL PUBLICATIONS, INC. 
4 Smithfield Street 
Pittsburgh 30, Pennsylvania 
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Gray gets 25% more inquiries 
after changing copy slant 


® NEW YORK A 25° increase in 
coupon returns has been achieved 
by Gray Mfg. Co. by revising its 
business paper ads to stress specific 
sales points 

Perry Cabot, advertising director, 
said that the company made the 
changes in its copy for the Gray 
Audograph _ electronic 
last April 
machine and bolder layout were 


typewriter 
3ig photographs of the 


used. 

A Starch readership report con- 
ducted for Business Week, one of 
16 publications used by Gray, re- 
vealed, in an analysis of 119 ads 
for a given issue, that Gray’s one- 
page b&w insertion ranked highest 
among all ads in that category. 
The only other ad to pull a greater 
percentage of readership was a 
four-color bleed spread, which had 
a rating 5° greater than the Gray 
ad 

“There is no doubt,” Mr. Cabot 
said, “that Audograph ads have 
played an important part in helping 
Gray Mfg. Co.’s rise from obscurity 
to second place in the dictating in- 
strument field within a period of 
about four years. However, during 
that time we were so busy telling 
everyone what Audograph could do 
that we overlooked the fact that we 
had never sufficiently emphasized 
what Audograph was. 











“Other machines in the field had 
a 50-year head start on Audograph. 
Naturally, one of the machines had 
become almost a generic term for 
all dictating instruments. Our new 
ads are designed to overcome this 
thought habit,” he said. 

“The results of increased coupon 
returns plus’ greater readership 
shew that more people are reading 
the Audograph insertions and are 
acting upon them. They indicate 
that more people more readily rec- 
ognize Audograph as a dictating in- 
strument when they see it in ads or 
come in contact with it in offices.” 

Mr. Cabot said that Gray is plan- 
ning to expand its current promo- 
tion, both by the addition of new 
media and in other ways, but, at 
this writing, plans have not crystal- 
ized sufficiently for discussion. 

Erwin, Wasey & Co. handles the 


account. 


Professor urges revised 
attitude toward advertising 


® NEW yYorK . . Americans are in- 
dulging in an “age of scarcity” type 
of economic thinking that is acting 
as a brake on improved and ex- 
panded marketing techniques, J. C. 
Drury, marketing professor at New 
York University, told alumni at the 
annual Dean’s Day homecoming. 
He urged his listeners to adopt 
the positive attitude of the “age of 





plenty.” To point up the difference 
in the two attitudes Professor Drury 
cited the commonly held thevry of 
production and consumption: 

“An age of scarcity idea is the 
concept that ‘over-production’ exists 
when supply forges ahead of exist- 
ing demand and causes a recession 
The age of plenty 
attitude simply considers this condi- 


or depression. 


tion as ‘under-consumption.’” 

The time will soon come, he pre- 
dicted, when production will have 
the double meaning of production of 
markets as well as the production of 
goods 

“What a difference this will make 
in the thinking of top management, 
when sales and advertising will be 
looked upon as a cost of production 
rather than as an expense,” he said. 
“What a difference is likely to de- 
velop in government planning for 
full employment when it is realized 
that a product at the end of an as- 
sembly line is only partially pro- 
duced. 

“And what a difference in labor 
relations will occur, when labor rec- 
ognizes its dependence upon the 
production of markets for its con- 
tinued employment. 

“We shackle our forward progress 
economically by our faith in con- 
trols which are symptomatic of 
‘scarcity’ thinking,” the professor 
alleged. “Chain store taxes, market- 
ing agreements and similar controls 
stem from one group in business at- 
tempting to gain an advantage over 
another. Such tactics,” he said, “are 
rooted in the ‘scarcity’ phobia. 

“There are still those who do not 
realize that the right price, in an 
age of plenty, is the one that moves 
the product on to the consumer and 
not the price the manufacturer or 
dealers want,” Prof. Drury said. 


Predicts industry will expand 


five-fold in 50 years 





[] YA (yes) 


& NEIN (no) [] JA (yes) 


[] HET ino) 
Construction News Monthly 








(MENTION FIRST CHOICE) 
Contractors Voted the American Way! 


In this “Vote”, they wrofe in 
their choice ! 


Unlike the so-called democratic voting in pre-war Germany and post-war Russia 


these Americans could vote the way they pleased! 


When contractors were asked to name the construction papers they read, there 
was no printed list for them to check, They had to WRITE IN the names! And 
they did! 79.50% wrote in CONSTRUCTION NEWS MONTHLY! (The next 
highest journal being read by them in this great SIX-STATE AREA received only 


10.25% of those written-in ‘‘votes’’.) 


@And that, sir, is significant and should be an influential factor in your 
decision to use the publication which proves what we've been talking 
about all along—EAGER READERSHIP! Give readers what they want 
and majority coverage of a market becomes automatic There is a spe 
cial incentive for those in the construction field to read CONSTRUGC 
TION NEWS MONTHLY It pulls at the heart strings because it 
pulls at the purse strings. Each issue carries the NEWS—local and re 
gional—which interests them the most, especially BIDS WANTED 
CONTRACT LETTINGS, etc.—the lifeblood of the construction in 
dustry! Ask us to supply facts and figures 
TO SELL THE CONSTRUCTION MARKET IN THIS GREAT SIX-STATI 
AREA, USE CONSTRUCTION NEWS MONTHLY—1TO USE CONSTRU¢ 
TION NEWS MONTHLY IS TO SELL THE CONSTRUCTION MARKET IN 
THIS WEALTHY SECTION. 





| OVER 6500 READERS 





RKopeiting 
CONSTRUCTION ACTIVITIES 


IN...OKLAHOMA 


Western TENNESSEE 
LOUISIAN 
MISSISSIPPI 


EMERSON H. MOOK, INC. 


Advertising Counseél 


DAYTON 6, OHIO 


a 





ing 12 4 7 
ae busines 
Ae arch 


14135 SourTH LA SALLE 81 CHICAGO 


@ NEW YORK Industry will in- 
crease five-fold in the next 50 years, 
Cloud Wampler, president, Carrier 
Corp., predicted to 300 stockholders 
at a meeting on the 50th anniver- 
sary of the company. 

Mr. Wampler said that expendi- 
tures for air conditioning of all 
types exceeded $1 billion last year 
for the first time. 


Get Your ART & PHOTO BUYERS’ GUIDE... 
The March issue of ART DIRECTOR & STUDIO NEWS has the first national art 
and photo buyers’ directory ever published. Over 70 different services listed — 
retouchers, letterers, designers, cartoonists, art and photo studios and reps, color 
prints, etc. 
$1.00 for Guide issue. Only $2.00 for year's subscription (12 issues) to ART DI- 
RECTOR & STUDIO NEWS to start with March Guide issue. 

ART DIRECTOR & STUDIO NEWS 
Dept. IM3, 43 East 49th St., New York 17, N.Y. 
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How to Sel! 


CULVERTS 
CURB COCKS 


Sell the public works engineers! 
On streets and highways, in sewage and 
waterworks, airport and snow removal 
jobs, it's the engineer who's responsible 
for plans, materials and equipment. 
Planning a major project is no more 
technical than deciding on the products 
that will get the job done right. That's 
why you can sell more asphalt or cerat- 
ors (or trucks, clarifiers, or anything else 
used by the big municipal-county market) 
if you sell in PUBLIC WORKS Magazine. 
It solves on-the-job problems . . . at the 
top engineering level. And it's the only 
magazine edited especially for public 
works engineering officials 


tp 
PUBLIC 
WORKS 


308 East 45th Street « New York 17, N. Y. 


exes | 
Theres 
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The Plan In A Nutshell 








Plan Also Applies to Metai-Working Machinery and Equipment 


__AVERSON STEEL _ 





Ryerson classified ad plan 


helps buyers find steel 


® THE OFFER of free classified ads 
in a company external publication 
is being used by Joseph T. Ryerson 
& Son, Chicago steel distributor, to 
develop a new kind of customer 
service to ease the present shortage 
in many kinds of steel and machin- 
ery 

Ryerson, in effect, is setting up 
a national steel exchange for steel 
users (dealers and brokers are ex- 
cluded) _ that functioning 
with the March issue of the “Ryer- 
son Pictorial,” company publication 


begins 


circulating among 100,000 customers 
The pub- 


lication will carry classified ads list- 


and potential customers 


ing steel supplies and machinery 
available for sale between users. 
Any company having such supplies 
that are currently unusable can 
help another company by announc- 
ing the fact in a free ad in the 
“Ryerson Pictorial.” 

This is the second time the Ryer- 
son advertising department has de- 
veloped such a customer service 
through the company publication. 
Last year the company offered all 
manufacturers seeking sub-contrac- 
tors space to tell their requirements. 
Smaller companies looking for sub- 


contracts were given ad space with- 
out charge to aid their search. 
Thousands of companies took ad- 
vantage of the offer and the medium 
was responsible for many contracts. 

Ryerson says its mail nowadays 
is heavy with lists of steel offered 
from all parts of the country. The 
manufacturers’ lists of steel they are 
not using runs from small items of 
expensive steel and alloy up to 500- 
600 tons of bar and scrap. 

The decision to inaugurate the 





SHEETS—GALVANIZED—2_ Ton 
22 24 x 96, 1 ton 22 24 x 
120. 3 ton 22 30 x 96, 3 ton 20 

30 x 96. All prime. Sell or 
trade for 28, 26 & 24 ga. galv 
#435. Calif 








STEEL TUBING—BRASS BARS 
Approx, 60 ft. 2-34 O.D. x 1% 1.D 
Seamless, good condition, Approx 
50 ft. 3144 O.D. x 3” LD. Seamless, 
Brass Bars 

Good to 
fair condition. #228. Ohio 


good to fair condition 


approx. 600 ft. 44” round 











mpany publi 


sell, exchange 








steel exchange is based on Ryerson’s NOW eee 


recognition of the unbalanced in- 


ventory situation brought about by WOOD WORKING 
the shift from peace to war pro- | 
duction. Manufacturers making such | | 


a switch are often left with many 
tons of different sizes and kinds of 


usable steel for which they have no copies mailed every month 
present need, and which is too good 
for scrap. Ryerson sent letters to ~~ 
all customers and many prospective 
customers, requesting them to list Growing popularity accounts for in- 

the steels for which they had no creased circulation. 

More new plants have opened—hundreds 

‘ ae tees : ; of new prospects for your products. 

son Pictorial.’ The mail offer is Deep penetration—WOOD WORKING DI- 

being made in Ryerson’s business GEST is read by most of the top execu- 

tives—owners, managers, superinten- 

dents and engineers—with buying au- Produces quality inquiries 
thority. that can be converted into 
SALES at low cost. 





use in a free classified ad in “Ryer- 


paper advertising 


53 years of leadership. Alert editorial 
content reports and also anticipates in- 
establish anneal ad award — trends, developments and prob- culabina 

Leads in advertising volume—carries CCA audited. First busi- 


more pages of advertising than the next ness paper with controlled 
4 publicati bined circulation 


Industrial distributors 
Lowest cost per 1,000 cir- 


@® PHILADELPHIA . . Twelve awards 
have been established for manufac- 
turers whose advertising does the 





b b of build f Get the complete story. Write for Market and Media facts 
est job of building recognition o r 

nse ' Ap tig 4 ° Pick the Leader 
industrial distributors in merchan- or in | es 

dising. to Sell for You 


The awards are sponsored by the A Hitchcock Publication in ’52 
joint advertising committee of the Hitchcock Publishing Co. Wheaton, Ill. 








National and Southern Industrial 
Distributors’ Association. Only man- 
ufacturers who normally sell all or 
part of their production through in- 
dustrial distributors are eligible, the 





association announced. The adver- 
tising must explain at least one of picture of a 
the functions of an industrial dis- 
tributor. 
Twelve awards will be made in 
six classifications of direct mail, 
business papers, catalogs and com- 
pany publications. Winners will be ; 
announced at the annual convention 
of the Triple Industrial Supply Con- BOARD OF DIRECTOR Ss 
vention May 19 at Atlantic City. 
Contest judges are J. F. Apsey, 
Jr., president, National Industrial 


Boards of Directors of companies whose products are 
sold to the steel industry know that when they 
a iati f d ising in th 
Advertisers’ Association, Albert W. sil pntaiarergsy er it agRbane Ag 
sian: seteailiidiad al snueiinanieaian ‘tee and Steel Engineer they are making a safe, profitable 
ey) ee ee ee Aer investment. It isn’t difficult to satisfy this manage- 
mouth College; and H. F. Jones, past ° 
eels oi tien Weal i dane ment group when readership of the industry's No. 1 
ager . A . oe aie publication is thoroughly analyzed. Get the Iron 
aon of Purchasing Agents. ntries and Steel Engineer facts—to reach important buyers 


must be postmarked not later than 
cig ; and get your share of this lucrative market. 
midnight, May 1, and mailed to H. 


R. Rinehart, executive secretary, Write for 
National Industrial Distributors’ As- N.1.A.A. Sales Presentation 


sociation, 19th and Arch streets, 


Philadelphia 3, Pa. : ron AND & / 
| ies: ee. 
New England Carbide Tool Co. . . Boston, —ENGINEER Penbeh 28, eo 


has appointed Henry A. Loudon, Advertis- 


ing, Boston agency, as advertising counsel. 
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R * 4 editorial feat 
Sen . bh} F °! 

@ Send for available are offered here as a special 

service to IM readers. Please 

send number and name of 


om 
! eC ! y ! ) S article with exact amount in 
coin, stamps or check to: The 
Editor, Industrial Marketing, 200 


E. Illinois St., Chicago. 
of Industrial Marketing Sorry. we can’t handle credit 


orders under $1. We'll be happy 
feature articles oe 


to bill you for larger sums. 
Industrial ad budgets to hit 2.16% in ‘52 











Salaries of industrial ad managers rise = past 1] years. . 
Median industrial ——- spends 000 


Nov. and D 195 ISc 





The fastest growind 
publication with the } 1208 ware sipn ctniminniiaies 1 . is it fact or fancy? 


You | can hire salesmen faster with this interview technique 


Schultz, Dec 


Sept., 19 


largest ABC circulation aT te eae — all-time peak 


How to use Starch readership oa 
by Howard G. Sawyer, July, 1951. 15e 


Rz mates 8 pray + incomes can fets out “ot Leggs . stop them 
THE BREWERS DIGE comin . 
R204 How S81 advertising agencies placed space in business papers in 1950 
March, 195] 10c 
CHICAGO 6—747 W. JACKSON BLYD R203 A guide to better publicity " 
nb Ind ial 


b xers of the | 


NEW YORK 16—45 WEST 45TH ST., JUdson 6-0916 R200 How tote buys 
by John Platten, Oct., 1950 





How a eowa ong o— p peoee | your ad results 
by Robert [ owne 
How business papers can meet a, new | eee 
by William A. Marsteller, April, 19! 15 
Dosaatentiye your sales fore’, i: more effectiveness 
by Gl reslar, Ma 
Why readership surveys = wane . » and how to right them 
by Robert B. Luchars, May, 19 iSc 
ay’ to use graphs in industrial geremens 
Leonard Philips, Sept., 194 10c 
22 things you should know about industrial buyers 
aly, 1949. 1 


How to measure results of industrial advertising 
by William A, Marsteller, May, 1949. 15¢ 


= ways to sell to pavinneses, popeinaats 
y J. T. Bennett, Ap 1949 


How to make external publications pay off 
by Harrison M. Terrell, Oct.-Dec., 1948-49. S0c 


5 the line open between employer and employe 
obert Newcomb & Marg Sammons, May-Sept., 1948. S0c 


We went to four- color inserts on a a budget 
by Clifford Stubbs, June, 1948 


1} THIN R160 Mockup demonstrator improves 9 salesmen’s closing ratio 
y Bluethe, Oct., 194 le 


H Bluethe, Oct., 194 10 


ATION R15 Using newspaper advertising -/ spot industrial buyers 
by Wilhelm Ferdinand, Aug., 1948. 10c 


How can I find what type to — 
by A. Raymond Hopper, Apr., 1948. 10c 
: Techniques that will make wer copy pull 

Spotlight your product with a sparkling Copy fol hasers, Apr., 1948 
metal name plate. We gladly cooperate th 
cchaa: pink scbvastiding cimentivas te-coushe Market ts high distri 
x ‘ r 6 pes hae panes, yathichard Do Caen nets, 1948. 10c 
standout identification which reflects your 
product's quality marks it for more sales, 








The eff of repeated adverti t 
Send a rough sketch or blue p for desig Sept.-Nov.. 1947 Se _ 

end a rough _ ch or blue print for design 12-page reprint summary of Repeat Ad Study, made under guidance of a special 
suggestion and quotation. Let us help you steering committee of industrial advertisers, agencies and publishers ingle 
improve your product identification. Write copies 75c; 10 or more, 50c each; 25 or more, 25¢ each 

now for detailed information. | . Th . industrial advertising 


e of 
7 J oy ] 
CHICAGO THRIFT-ETCHING CORPORATION my iene Et eri, cert. 287. ic 
1555 N. Sheffield Ave., Chicago 22, Ill, Dept. G | R12 The orchestration of type ™ 
Subsidiary of Dodge Manutacturing Corporation, Mishawaka, indiana by A. Raymond Hopper, Mar., 1947. 15¢ 
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(Advertisement ) 





DIVER TES 


(Trade Mark) 
MAKE EXCELLENT 


BUSINESS 
PROMOTIONS 


That's the verdict of many out 
standing concerns (foods, feeds, 
industrial, beverages, insurance 
» have proved they are 
od Will building 
at conventions, sales meetings 
product | mn, anniver 
salesman identifica 
merchandise shows 
Adver-Ties’’ are 
and Individual Am 
s tw tell 
t advertising 
in a refined and 
manner 
MADE SPECIAL 
TO ORDER 
Adver-Ties are NOT 
stock ties, but made ir 
dividual to requirements 
designed with illus 
tration of product, 
trade mark or silo 
gan Adver-Ties 
are produced under ex- 
clusive patent, made 
of highest juality 
material and hand 
tailored by “‘tie ex 
perts’’ with 32 
years experience 
QUANTITY LOTS SUP- 
PLIED at nominal cost 
s State needs and 
enclose samples of your 
adv. matter . De- 
tails and prices will be 
promptly sent ALSO REGULAR TIES 
large assortment Ties individually packaged 
and labeled 





AMERICAN NECKWEAR MFG. CO. 


p yy 1M) Phone WEbster 9-7592 
320 So. Franklin St., Chicago 6, Illinois 








Seven steps of business paper 
space buying told by GE buyer 


@ NEW YORK Seven steps taken 
by General Electric Co. in selecting 
business papers for its advertising 
were listed by Kenneth L. Walters, 
head of the GE apparatus media de- 
partment, at a meeting of the East- 
ern T-F Club. 

The steps: 

1. Get to know the product to be 
advertised. 

2. Define its market 
mind that markets are men, not just 
industrial 


bearing in 
geographical areas, or 
units, or the financial status of com- 
panies. To know your market, he 
suggested, it is necessary to know 
the men who compose it, how they 
think, what they read, and the kind 
of information they seek. 

3. Define the amount of adver- 
tising needed for maximum market 
penetration in the minimum num- 
ber of papers required. It is im- 
possible for even large advertisers 
to use all business papers reaching 
a potential market, Mr. Walters said, 
which makes it imperative that pa- 
pers used should be carefully and 
intelligently selected. 

4. Select the appropriate media 
Often 
several magazines cover a potential 
market, but certain ones in the 
group have an edge over competi- 
tive papers in their coverage of spe- 
cific areas of the market. 

5. Measure each magazine’s po- 
tential to reach the people you want 


group for specific products. 


to reach. 
Select the paper or 
current needs and 


papers best 
suited to your 
budget. 

Measure results of advertising 
by means of sales trends, market re- 
search, inquiries and similar meth- 
ods, 


How industrial advertising can 
pinch hit for market research 


® WHILE the necessity of market 
research has been adequately em- 
phasized in the industrial field, the 
reverse side of the coin has never 
been examined closely. In a casual 
conversation the other day, 
Chicago’s leading agency 
touched on an alternative: 
“While there are times when mar- 


one of 
men 


\ al rT] if! 
Way ANAM aaa de 


“INDUSTRIAL MAINTENANCE” 
GETS RESULTS! 


THE MODERN 
BLACKBOARD 


For 





Teachers, Lecturers, 
Demonstrators, 


Training Instructors 








THE SPEAKER alwoys 
FACES THE AUDIENCE 


A unique, self-operated pro- 
jector that throws the pro- 
jected images over the 
speaker's shoulder permit 
ting him to face his audience 
at all uimes...uses 344 x 4 
film slides or coated acetate 
for dramatic visual presen 
Portable tations 

lightweight (only 7 Ibs.) 


Easy to use 


For use in Industry, Ad 
vertising Agencies, Sales 
Groups, Schoots, and Train 
ing Centers 
The price of Screen Scriber is $61.00. For more complete details, 
write our National Distributor, Burke & James, Inc (Dept. 65), 
321 South Wabash Ave., Chicago 4, lilinois 


BARDWELL & McALISTER, Inc. 


BURBANK, CALIFORNIA 
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240% ans 3 lat 
read the 


DAILY JOURNAL 
of 


blished 
“ae 


Op 
P this mine: +’ 
fora dime 4 


Write for sample copy and rate card 


ind! 


Daily Journal of Commerce 
711 SOUTHWEST 14TH AVE. 
PORTLAND 7, OREGON 

WORKING TOOL OF PACIFIC NORTHWEST BUSINESS 
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ket research is clearly indicated and 
there appears to be no satisfactory 
substitute,” he said, “there are other 
situations in which neither the time 
nor the money for a real research 
job is available 

“In one or two such instances, we 
have made advertising itself assume 
the function of research agency. If 
we are undecided on the field which 
offers the greatest possibilities for a 
new product, we use probing copy 
in a horizontal publication . . or sev- 
eral of them 

“If the potential markets are de- 
fined with reasonable clarity, we 
can use several vertical papers to 
explore the possibilities. The pub- 
lication copy, in each instance, can 
be supported with a thin volume of 
direct mail, also intended to get in- 
formation as well as inquiries. 

“In most cases this technique 
works well, particularly where the 
time element is important. Adver- 
tisers generally do not appreciate 
the flexibility of business papers, 
and particularly their ability to ac- 
cept advertising up to within a few 
days of closing time 

“Admittedly, this hit and run 
method has drawbacks and it can- 
not usually provide a_ satisfactory 
substitute for a consistent program 
of research It is an emergency 
measure and one which has to be 
operated skillfully and with re- 
straint to get the desired results. 
But like other opera- 
tions, it may at times save the pa- 


emergency 


tient’s life and put him back on the 


road to recovery.” 


Carl J. Parsch . . { 


Apologies to ‘American Lumberman’ 
{I Marketing 


Construction Advertising Service 





if you wish to reach the 


coal trade use 


CHICAGO 
Manhattan Bidg. 


NEW YORK 
Whitehall Bidg. 
For over 67 years the leading 
journal of the coal industry 








Nine out of ten engraving buyers pay 
twice as much as necessary. Here is a 
fast, quality service used by many good 
advertising agencies. 

Zinc halftones up to 6 sq. in. $1.00 
Zine etchings up to 7 sq. in. $1.10 
Mounting above zincs 10¢ each. Write 
today for samples of our work and price 
sheet. Save /2 and more! 


ENGRAVING 


eet gFVEtO F IMling 2 


the Real Push 
Behind Sales! 


You'll find ‘Snips’ a powerful 
medium to reach over 13,000 sheet 
metal, ventilation and warm air 
heating contractors See Indus- 
trial Marketing Data Book. 

o J 
Snips Magazine 


$707 WEST LAKE STREET CHICAGO #4, HLLINODS 


NATION-WIDE FIELD SERVICE 


USEFUL TO ADVERTISERS AND EDITORS 


Organization of 500 capable Photo-Reporters provides 
effective way to obtain on-location photos, case histories, 
stories, testimonials and releases. 
for more information write or ‘phone 
SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 





Gt Your 


MEDIA AND MARKET 
FACTS FOR BUILDING 
YOUR 1952 SCHEDULES 


. .. see the hundreds of pages 
of data covering 85 primary 
markets — specifications, rates 
and circulations of the 2,400 
business papers serving U. S. 
and Canadian industry — and 
the factual presentations of 200 
leading publishing organizations 
... in your 

1952 INDUSTRIAL MARKET 


DATA & DIRECTORY 
NUMBER 




















Every Top Management 
Man...In Every Industry 


SHOULD BE ABLE TO ANSWER THESE QUESTIONS ABOUT A 
MOST CRITICAL EMERGENCY IN OUR COUNTRY’S AFFAIRS 


This ad: 


Q. Why is iron and steel scrap a matter 
of importance to me? 


A. Steel for our country’s military pro- 
gram and civilian economy is being pro- 
duced at the annual rate of 107,000,000 
tons in 1951... 119,500,000 tons ex- 
pected in 1952. Steel-making capacity 
is being increased now to meet those 
quotas. 


What Do I Get 
For My Scrap? 


In addition to being paid for your scrap, 
you remove nuisance inventory from 
your plant—saving valuable floor space. 
Also, you have a better chance of get- 
ting new steel or steel products. But, 
most important—you help alleviate 
a dangerous condition threatening our 
country’s capacity to rearm and satisfy 
civilian requirements at the same time. 


Q. How does scrap figure in the produc- 
tion of steel? 


A. Steel is composed, generally speak- 
ing, 50% of pig iron, 25% of ‘produc- 
tion” scrap (that is, the scrap which is 
produced as a by-product of steel-mak- 
ing) and 25% of “purchased” scrap. 


Q. Is scrap getting scarce? 


A. Yes. The supply of purchased scrap is 
not increasing fast enough to meet the 
needs of increasing steel production. 


Q. What if the needed scrap isn’t ob- 
tained? 
A. Open-hearth furnaces will not be 





ntisa 


able to operate at capacity. That will 
mean a loss of steel production... and 
fewer products made of steel. 


Q. Why not use pig iron instead of 
scrap? 

A. Every ton of scrap conserves ap- 
proximately 2 tons of iron ore, 1 ton 
of coal, nearly 42 ton of limestone and 
many other vital natural resources—to 
say nothing of the extra transportation 
facilities that would be otherwise re- 
quired. 


Q. How can more scrap be furnished? 
A. By everybody pitching in—as we 
always do in every emergency—and 


searching out all possible sources of 
scrap. 


Q. What are these sources? 
A. Metal-fabricating plants normally 


& 
‘ oO Xe 
Pe of” 


Every pound of idle metal is need- 
ed to keep our steel mills operating 
at top capacity. Sell your idle metal 
to a local scrap dealer right away. 


tribution, in the national interest, by 


INDUSTRIAL MARKETING 


turn over to scrap dealers the scrap 
left from machining. But there’s not 
enough of this to fill our present enor- 
mous need. So everybody—both in and 
out of the metal-fabricating industries 
—must sell scrap in the form of idle 
metal. 


What Do | Do First? 


Write for free booklet. It tells how to 
set up a Scrap Salvage Program in 
your plant. Thousanc; of plants are 
cooperating. Do your part now! Ad- 
dress Advertising Council, 25 West 
45th Street, New York 19, (i. Y¥ 


Q. We don’t p:.duce scrap—how can 
we help? 

A. Scrap is any kind of iron and steel 
that’s gathering dust—obsolete ma- 
chines or structures, jigs and fixtures, 
pulleys and wheels, chains and track, 
valves and pipe—anything with rust on 
it or dust on it. Non-ferrous scrap is 
needed, too. 

Q. What do we do with it when we 
find it? 


A. Use your normal channels or get in 
touch with a recognized scrap dealer. 
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A BIG HELP FOR THE 
BUSY ADMAN 


WAY tenever you seek information about 
any of the nation’s 85 industrial and 
trade markets, and the business papers serv- 
ing them, turn first to the Market Data & Di- 
rectory Number of INDUSTRIAL MARKETING. It 
is designed to save you time, to save you 
trouble, to show you quickly whether or not a 
given market has potential for you. For ex- 
ample, it gives you the number of units in the 
industry or trade; geographical distribution; 
volume of sales; internal conditions in the 


and amounts of materials, equipment and sup- 
plies purchased and used within the industry; 
and trade practices peculiar to the field. Thus, 
here in one place, you get a broad picture 
of each market, pertinent details about the 
market, a list of business papers serving the 
market, plus informative media presentations 
by the leading publications — as listed on the 
opposite page. By looking here first the busy 
adman can save hours —— perhaps days — of 
valuable time, and be certain of being on the 


trade, such as the usual methods of selling, right track from the outset. 


whether direct or through jobbers; the types 


The 1952 


Edition Contains: 


\\ l. The latest data in words, figures, and charts on sales, 
son production, consumption, number and geographical dis- 
tribution of companies, buying trends — plus a score of 
other factors significant in selling and advertising to 85 
major classifications of industries and trades. Information 
is compiled from government agencies, trade associations, 
publications and other expert sources, with the result 
that virtually every facet of every market picture is re- 
vealed for your evaluation. 


2. Over 2,400 business papers, classified according to 
markets served, are listed with details on rates, circula- 
tions and mechanical specifications. 


3. Approximately 200 leading business magazines make 
available to you through paid space their own informa- 
tive material on markets, coverage and services. 


THE 1952 
MARKET DATA 
& DIRECTORY NUMBER 


4. Trade association names and addresses, classified ac- 
cording to markets served, are included to aid you in 
directing inquiries for special information. 
T 

HE ONE AND ONLY 5. Market studies especially prepared by business pub- 


FACT-PACKED REFERENCE ON _lications are digested and catalogued by markets. Copies 
will be deli d inqui MD&DN’s Reader 
BOTH MARKETS AND MEDIA e delivered to you upon inquiry to s Hea 


Service Department. 
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Abernethy Publications . 1 
Advertising Age ........+200+ ee + AS 
— Engineering Catalog 

Aeronautica] Engineering caus eee 
America Clinica 

American Artisan 

American Automobil 

American Aviation 


American Builder 

American Ceramic Society, 

American Chemical Soc. 

American City, The 3, 

American Lumberman & ase Prod- 
uets Merchandiser ... 

American Metal Market . 

American Motel Magazine. ° 

American Restaurant Magazine | ° ° 

American Society of — and Ven- 
tilating Engineers, 

American — of Mechanical Engj- 
neers, 

American Society of Tool Engineers . 8 

Analytical __: eee 126-127 

Annual Meat Packers Guide 65 

Applied et 


Associated Business Publications, * The 
Associated Construction Publications . 
Automatic Launderer & Cleaner, The 302 
Automotive News 

— News of the Parte ‘North- 


Bacon’s Clipping Bureau 


Bakers’ Helper 


Bedding 273 
Bituminous Roads & Streets ....186-187 


Dodge Mfg. 
Domestic En, 


tory 
Domestic Engineering Publications “8. 49 


El Automovil Americano 
El Farmaceutico 
El Hospi 
Electric Light & \ aed . 
Electrical Catalogs. 
Electrical Constrention” 

nance 
Electrical Engineering 
Electrical Information 
Electrical South 
Electrical West 
Electrical World 
Engineering & Mining Journal 

nsert Between 344-345 

“Machinery and Accessories 


and = Mainte- 


Publications 


Equipment, 
Equitable ‘Paper Bag Co., 


sas | Management and Mainte- 
Pn acne Retailing 

Farm Implement News 

Florists’ Telegraph Delivery News 

Flow 20-2 
Flow poe of Materials Handling 20-21 
Food Service News 423 
ee. Telephone Engineer 


Institutions Magazine 
Institutions Publications 
ee Confectioner .... 


ron Age, The 
Iron and Steel Engineer 


Jenkins Publications Inc. . 

Johnson, Ine., Franklin H. 

Jourmal of Chemical Edueation 

Journal of the American Concrete In- 
stitute 


Keeney Publishing Co. 
Keller Publishing Co. .. 
King Publications 


-52-53, 56-57 
239 


Latin America 
Leather and Shoes .. 


Machine and Tool Blue Book .. 
Insert Between 

Machine Design | 

Machin 

Maclean-Hunter Publishing Corp. 

MacRae’s Blue B 

Marine Engineering & anes Re- 


357 
112, 117 
315 


Materiale 1 & Methods 
Maujer Publishing Co., 
McGraw-Hill Catalog Serv 
» 108 “165, 347 439 
McGraw- Hill Digest 209 
McGraw-Hill International —_ 
ti oa 


For Detailed Information on These Publications See 


the 1952 Market Data & Directory Number 


Blast Furnace and Steel Plant 

Boat & Equipment News 

Boat Statistics & Publishing Co., 
I 


ne. 
Boxboard | Containers 
Brewers Digest, The 
Building Specialties 
Building Supply News 
Butane-Propane News 
Buttenheim-Dix Publishing Corp. 

-13, 189, 373, 
Butter, Cheese and Milk — 
Journal, The 25 


Caminos Y — ceecvecocese 186-187 
Candy Industry ..... 


Canner, The 
Catholic Building and Maintenance . 
Catalogo Consolida ++. 186-1 
Ceramie Bulletin 

Chemical & Engineering News 
Chemical Engineering Progress 

Chicago Thrift-Etching Corporation | 
Chilton Publication .... 35 
Civil Engineering 

Coal Age 


Coal Mining 
Commercial Fertilizer 
Commercial Refrigeration 
Commercial Refrigeration Air 

Conditioning Marketing —— ° 
Concrete Products 
Conover-Mast Publications 

4, 77, 135, 319, Back Cover 

Conover-Mast Purchasing ‘Directory .. 319 
Construction Bulletin 
Construction Digest .. 
Construction Equipment .. 
Construction News Monthly” 
Constructioneer 192, 
Contractors and Engineers Monthly 13, 
Cosgrove Publishing Co. 
Cotton Gin and Oil Mill —_ The 3 
County and Tewnship Roads . . 186-187 


Daily Journal of Commerce 

Dairy Industries Catalog, The 
Davison Publishing Co. 

Diesel Engines, Inc. 

Diesel 

Directory of Iron and ‘Steel Plants . 
Direetory of Steel Processing Plants 


Corporation, BP. Wawrescee ee 


Foundry Supply House List 
Fritz Publications, Inc. 
Fueloil & Oilheat 


Gasoline Retailer, The 
Gillette. Publishing Co. 
Golfdom 

Guide, 


Haywood Publishing Co, .169, 383, 385 
Heating & Plumbing Equipmeat News 59 
Heating and Ventilating 59 
Heating, Piping & Air Condition . 52-53 


Heating Ventilating Air Conditioning 


Guide 
Heavy Construction Prafied renee 1s 
Heinn Company, The : 
Hitchock Publishing Company 
Insert Between 352- 353, 
Hospital Management - 282-283, 


455 
339 


Ice Cream Review, The 
Ice Cream Trade Journal, 
Illuminating Engineering 
Implement & Tractor .. 
Implement Record 225 
Industrial & Engineering Chemistry 126-127 
Industrial Distribution . 203 
Industrial Equipment 

Industrial Heating .......++.+- 
Industrial Laboratories 

Industrial Laboratories Publishing Go. 155 
Industrial Maintenance Publishing Co. 309 
Industrial Marketing 41-44 
Industrial Press, The ......... . 59, 357 
Industrial Publications, Ine. 

Industrial Publishing Co., The 

Industry & Power 

Industry and Welding 


Ingenieria Internacional es 
Institute of Radio Engineers, Inc. . 
Institute of The Aeronautical Sciences 
Institutions Catalog Directory .2-3, 48-49 


= Hill Publishing Caney 

Mechanies} Engineering 

Mechanization 

Meredith Publishing Co 

Michigan Contractor and Builder ... 
‘tor 


ft, 
Milk Plant Monthly 
Mill & Factory 
Mining Catalogs . 133, 
Mississippi Valley Contractor ...... 
Modern Beauty Shop Magazine 
Modern Materials Handling 
Modern Railroads 
Modern Railroads teed Co. 
Municipal Index, 


National Bottlers’ Gazette 
National Furniture Review 
National Petroleum News 
National Provisioned, The 
National Retail Furniture Association 274 
National Roofer 10 
New England Construction 

New Equipment _— eoceseces ee 

New th Baker ° soe 
Northwest Motor 


as 274 
- Facing Page 377 
265 


Occupational Hazards 
Olsen Publishing Co., 


Pacifie Printer & Publisher 
Packaging Parade 
Panamerican Publishing Co., Ine. 
Paper and Pulp Mill Catalogue .... 
Paper Industry, cevccece 
Patterson Publishing Co. 
Penton Publishing Co., The 

1 


Penton’s Foundry List 
Petroleum Processing 
Pharmacy International 


Quarry 
Pit & Quarry Handbook .. 
Plant Engineering .. 
Plant Petroleum Publications 
insert between 376-377 
Plumbing & Heating Business 
Pocket List of Railroad Officials, 


Power 

Power Engineering 

Practical Builder 

Precision Metal Molding 
Printing Products Corporation 
Proceedings of the I.R.E. : 
Product Design & Development 
Progressive Architecture 
Public Utilities Fortnightly 
Public Utilities Reports, Ine. 
Public Works Magazine 
Purchasing 


Railway Age oo + 418-414 

Railway Engineering & Maintenance 413-414 

Railway Equipment & Publication Co. 417 

Railway Mechanical & Electrical we i? 

neer 

Railway Purchases and Stores 

Railway Signaling & Communications 
413-414 

Railway Supply Industry Yearbook .413-414 

Reinhold Publishing — ° 


Roads and Streets 
Rock Products .... 
Rubber Age 

Rubber Red Book 


Rumpf Publishing Co., The .. 


School Equipment News -. 427 
School Executive, The .......... 18, 427 
Serew Machine Engineering 363 
Screw Machine Publishing Co. Inc., 
Shipping Management 
Signalman’s Journal, The 
Simmons- Boardman eae ae 

‘ 3, 337, 
Smith Publications, Cc, 
Snips Magazines 
Southern Advertising and —— 
Southern Automotive Journal .. 
Southern Banker, The 
Southern Building Supplies” eoccccee 
Southern Canner & Packer 
Southern Hardware 
Southern Jeweler 
Southern Power and Industry .. 
Southern Printer 
Southern Pulp and Paper Manufacturer 
Southern Stationer and Office Outfitter 
Southwest Builder and Contractor .. 
Steel 
Steel Processing 
Steel Publications, 
Successful Farming 
Sweet's Catalog Service 


Technical Publishing Co. - 821, 
Telephone Engineer and Management 
Telephone Engineer Publishing Corp. 
Texas Contractor 

Textile Catalogs 

Textile Industries 

Textile World 

Textiles Panamericanos 

Thomas Publishing Co. 
Thomas’ Register 
Tool Engineer, The .. 
Traffie World 
Transportation Supply 
Turrentine Publishing Co., 


News ....2nd Cover 
Walter .. 302 


Utilization 


Watkins Cyclopedia of the - In- 
dus’ 

Welding Engineer, The 

Welding Journal, The 

Western Builder 

Western Industry .....-....s+e00% 

Western Construction 

Wood Products 

Wood Working Digest 

Woodworkers Reporter 

World Construction 
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There's No Sense Getting 
On a Bandwagon! 


Plenty of advertisers in ~ og Prod- 
ucts Industry are ridir by using 
WOOD and WOOD PRODUC TS as their 
mayor (or only) publication 1 this 
$9,000,000,000 field! 

WOOD and WOOD PRODUCTS is_ the 
ONLY horizontal magazine that's edited 
for every fi our highly integrated 
industry has the largest HORI- 
ZONTAL circulation in the Forest 
Products industry and covers the ENTIRE 
industry With it you can make music on 
the whole bandwagon 


Ask for the market possibilities for YOUR 


© WOOD 


and 


\\/\Vfoon 
Fag 2 ) @ 


Financial 6-5380 @ 139 North Clark St. 
Chicago 2 


A VANCE PUBLICATION 


w 
eves 





BUT WHAT'S THE 


3rd 


METHOD OF 
CIRCULATION 


See 
April issue 
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Index to Advertisers 





*Abernethy Publications 18 
Advertisers’ Research Service 143 
Advertising Council, The 149 
*American Artisan 2, 10-11 
*American Ceramic Society 122 
*American Chemical Society, The 12, 55, 69 
American Foundryman -. 124 
*American Metal Market 133 
American Neckwear Mfg. Co 147 
*American Society of Mechanical 

Engineers 127 
*American Society of Tool Engineers, The 131 
American Trade Publishing Co coca 
American Type Founders Facing Page 65 
*Analytical Chemistry 69 
Art Director & Studio News 143 
*A.S.M.E. Mechanical Catalog 127 
*Associated Business Publications, The 16-17 


*Bacon’s Clipping Bureau 139 
Bakers Weekly 59 
Bakers Weekly Buyers’ Guide Catalog 59 
Bardwell & McAlister, Inc WIveyrT, 
*Bedding .140 
Biscuit & Cracker Baker, The ; 59 
Black Diamond ...148 
*Blast Furnace and Steel Plant 142 
*Brewers Digest, The 146 
Business Week Insert Between 64-65 
*Butane-Propane News 128 


*Ceramic Bulletin 

*Chemical & Engineering News 

Chemical Engineering 

Chemical Engineering Catalog 

*Chemical Engineering Progress 

Chemical Processing 

*Chicago Thrift-Etching Corp 146 
*Chilton Publications rere of 
Clark-Smith Publishing Co. 14 
Clausen Photo-Engraving Co 148 
Commercial Fertilizer 18 
*Conover-Mast Corp 70, 89, 93, 4th Cover 
*Conover-Mast Purchasing Directory 93 
*Construction News Monthly 

*Contractors & Engineers Monthly 


*Daily Journal of Commerce 

*Dodge Corp., F. W 

*Domestic Engineering 

*Domestic Engineering Catalog Directory 


*Electric Light & Power 

*Electrical Construction & Maintenance 30-31 
*Engineering & Mining Journal 2nd Cover 
*Equitable Paper Bag Co., Inc 118 


*Factory Management & Maintenance . 22-23 
Feed Age 59 
Food Processing 62-63 

*Foundry 81 

*Fritz Publications, Inc 132 


Gardner Publications 91 
*Gas .128 
*Gillette Publishing Co 126 
Gray, Inc., Russell T Facing Page 49 
Gulf Publishing Co 77, 79, 117 


*Haywood Publishing Co 97, 141 
*Heating & Plumbing Equipment News ..141 
*Heating & Ventilating 136 
*Heavy Construction Prefiled Catalogs 126 
*Heinn Company, The 121 
*Hitchcock Publishing Co 25, 145 
*Hospital Management 115 


*Industrial & Engineering Chemistry 12 
*Industrial Equipment News 83 
*Industrial Maintenance ‘ 147 
*Industrial Marketing 150-151 
*Industrial Press, The 20-21, 136, 141 
*Industrial Publications, Inc 

*Institute of Radio Engineers, Inc., The .10 
*Ins,itutions Catalog Directory 

*Institutions Magazine 

*Iron Age 

*Iron & Steel Engineer 

Ivel Corporation 


*Jenkins Publications, Inc 
*Journal of the American Concrete 
Institute 


*Keeney Publishing Co , 2, 10-11 
Kimberly-Clark Corp. . A Ps 84-85 


*Machine and Tool Blue Book . sista ane 
*Machine Design 66-67 
*Machinery nee -.. 20-21 
*Maclean- Hunter a . 29 
*MacRae’s Blue Book ; ; wer. 
*Marine Catalog and Buyers’ Directory 45 
*Marine Engineering & Shipping Review . 45 
Marsteller, Gebhardt & Reed, Inc 

Master Rule Mfg. Co. 

*Materials & Methods ..... 

*McGraw-Hill Publishing Co., Inc. 
*Mechanical Engineering 

Mergenthaler Linotype Co. ........ 
Midwest Purchasing Agent, The .... 

*Milk Plant Monthly 

*Mill & Factory 

Modern Machine Shop 

*Modern Railroads 

*Modern Railroads Publishing Co 

Mook, Inc., Emerson 


National Industrial Adv. Ass’n 
*New Equipment Digest 

*New South Baker 

New York Times, The 


Oil and Gas Journal, The 


*Packaging Parade ; - ow aa 
Palm, Fechteler & Co E oe nee 
*Panamerican Publishing Co . .134 
*Paper & Pulp Mill Catalogue ; ..132 
*Paper Industry, The (Formerly The Paper 
Industry and Paper World) 
Penton Pub. Co. 
Insert Between 48-49, 61, 66-67, 81, 103 
Petroleum Refiner ... a ae. 
*Pit and Quarry iste cule cua 
*Practical Builder . aa sen 
*Proceedings of the I.R E, a ..100 
Product Engineering wha ie 4-5 
*Public Works ..... Peer rere 144 
*Purchasing - 70 
Putman Publishing Co. ml 62-63, 138 


*Railway Age 
*Railway Engineering and Maintenance 
*Railway Mechanical Engineer . nae DE 
*Railway Signaling and Communications . 51 
Refinery Catalog, The ; eeaee 
*Reinhold Publishing Corp 

12, 32, 55, 69, 116 

111 


Remington Rand, Inc 
*Roads and Streets ; << oe 
*Rock Products ae » 29 


Sales Tools, Inc 

Sickles Photo-Reporting Service 

*Siebel Publications 

*Simmons-Boardman Pub. ‘Corp. 

*Smith Publishing Co., W.R.C. 

*Snips Magazine 

*Southern Advertising and Publishing 
Southern Food Processor 

*Southern Garment Manufacturer 

Southern Hospitals 

*Southern Jeweler 

*Southern Power and Industry 

*Southern Printer 

*Southern Pulp and Paper Manufacturer 
*Southern Stationer and Office Outfitter 
*Steel : Insert Between 48-49 
*Steel Processing ; , 142 
*Steel Publications, Inc. .142 
*Sweet’s Catalog Service 26- 27, 46- 47 


*Textile Industries ...... , . 72-73 
*Textile World : 3rd Cover 
*Textiles Panamericanos ; 134 
*Thomas Publishing Co. .... 1, 83 
*Thomas Register .. : 3 1 
*Tool Engineer, The ss 5 eee 


United States Envelope Co. rer 
*Vance Publishing Corp. .... , 152 


Wall St. Journal 

Warren Company, S. D. . 

*Watkins Cyclopedia of the Steel 
Industry . at 

*Wood and Wood Products 

*Wood Working en: 

World Oil 
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Textile Mills Are Spending Money — Bec. 
They Offer a Fruitful Market, Right Now! Sige. 


nearly $8,000,000,000 was spent on consumable supplies and 
about $750,000,000 was committed for new plant and equipment. 


(ERE ZES these trends are carrying on, as evidenced by typical 

news items carried in recent issues of Ks js beginn; 

TEXTILE WORLD’s weekly news bulletin*, ‘‘Sales Signals.’ 1900 pig 7 
nt! 
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*If you are not getting this bulletin regularly, we will be glad to send it to you. 
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at Cost 


if you have products or services to aid textile mills 

in running their plants more efficiently or more economically, 
the textile industry offers you a truly fruitful market. 

TEXTILE WORLD, with its over 23,700 paid subscribers located 
in all branches, is in ideal position to help you cultivate this 
great industrial field. A word from you will bring a 

TW district manager to see you. 


; A McGraw-Hill Publication 
FXTI LE OALD 330 West 42nd Street, New York 36, N.Y. 
FIRST in circulation FIRST in reade-ship 
FIRST in buying-power penetration FIRST in advertising volume 
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Mill & Factory’s “circulation men” reach 


{CHES 


Til 


out-of-the-way places, too! 


You can be sure your advertising story will reach the important plants—inclid 
ing those now moving into the wide open spaces when you use MILL & Fc 
ToRY to tell that story. 


Phe reason? Spotted strategically throughout the country are the offices of 135 
industrial distributors, who—with their salesmen—act as Mitt «& Factory's 
circulation force, Places remote to the ordinary subscription salesman are right 
in the regular-call area of these distributor salesmen. And since their living 
depends on it, these men know—as no one else can—which plants are worth 
while prospects, what persons possess real buying influence. 


Using this intimate knowledge, the distributor salesmen hand-pick the readers 
for Mitt & Factory and then pay us to send it to them. 


Quite a contrast to older methods, isn’t it? With the Mitt « Factory system 
the ‘res no tendency for circulation to bunch up in easy-to-reach cities and leave 
uncovered those hard-to get-at pl ints in less populated areas, 


Instead you receive complete coverage from 135 “circulation offices” that 
ensure your product story reaching the right man in the right plant, regardless 


Mills Factory 


aA CONOVER MAST PUBLICATION 
Wee ee eee ee ee cc pases cama Tee 
205 EAST 42ND STREET * NEW YORK 17.N.Y tee eae 
MEN, REGARDLESS OF TITLE, YOUR SALESMEN MUST SEE TO SELL YOUR 





PRODUCT 





